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Special Purpose Units Provide 
The Entering Wedge 


The smart wholesaler’s salesman is VERYONE in the electrical industry is well 
aware that the average industrial plant is very 
poorly lighted. Also, every live salesman of 
lems in industrial plants, increasing lighting equipment has amassed a fund of information 
which conclusively proves that better lighting pays divi- 
dends through increased production, decreased spoilage, 
pose units, and thus showing up the less labor turnover, fewer accidents, and a host of other 
need for improved general lighting atte 

But, to sell the management of any plant a complete 
relighting job is a Herculean task. The expense in- 
volved develops tremendous resistance which frequently 
proves well-nigh insurmountable. Hew to break down 
the barrier? That is the salesman’s problem. 

There is one approach that has proven successful in 
many cases. Find some particular spot in a plant where 
there is a specific lighting problem. Solve it with one 
or more special purpose units. The cost will not be great 
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THE SALESMAN’S APPROACH: 


To provide localized high-intensity light- 
ing for the individual worker, then it fre- 
quently becomes necessary to install mod- 
ern overhead lighting as well 









Westinghouse 






THE SALESMAN’S PROBLEM: 


To sell complete relighting jobs in 
plants like this one where existing | 
lighting conditions are impossible 
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and can often be met out of the regular maintenance 
budget. 

This is the entering wedge. Here is one spot where 
the lighting intensity has been stepped up to what it 
should be. The light is properly directed, and glare 
has been eliminated. What happens? Immediately the 
lighting in all other parts of that room, or bay, or de- 
partment, appears to be just what it is, dingy. When 
workers turn and look beyond the well-lighted area 
they have difficulty in seeing. It takes a few seconds 
for their eyes to become adjusted to the lower intensities, 
and frequent contraction and dilation of the pupils of 
the eye brings on fatigue and headaches, reducing the 
worker’s efficiency. Consequently complaints from the 
workers, plus the fact that the special purpose units 
serve to dramatize the inadequate general lighting, pro- 
vide the lighting salesman with effective arguments for 
getting a special appropriation, if necessary, so that the 
entire re-lighting job may be completed. 

Every wholesaler’s salesman, if he thinks back, can 
probably recall not one, but several instances where this 
has actually happened. Take the case of a large garage, 
for example. In the service department it was decided 
to utilize the ends of the stock bins to display automo- 
tive accessories. Recessed display spaces were installed 
and a wholesaler’s salesman called in to suggest proper 
lighting. He recommended and sold an installation of 
lumiline lamps and reflectors. This high intensity light- 
ing from concealed sources provided such a contrast 
to the glaring overhead lighting in the service depart- 
ment that the salesman was able, a few 
weeks later, to sell 15 200-watt units for 
general lighting. 


Westinghouse 


Stock bins and book stacks are well 
lighted from top to bottom with these 
new luminaires 


Providing its own ceiling, this “Light 
Hood” gives glareless, high-intensity 
lighting for assembly benches and in- 


Curtis spection tables. 


pany rooms, halls and basement appeared as dull and 
drab as if lighted by kerosene lamps. The salesman 
followed through, a complete lighting survey of the 
entire building was made, and the order which resulted 
called for several hundred units. 

So much for the salesman’s method of approach. 
What kinds of special purpose units are available, which 
the salesman can use as his entering wedge? These are 
numerous, for manufacturers of industrial lighting 
equipment have been busily developing new and better 
lighting units for some time. 

One new development, which has an unusually broad 
market, is the so-called stack, or aisle light. A number 
of manufacturers now offer these reflectors, designed 
to furnish a uniform distribution of light on the vertical 
surfaces of library book stacks and the interior of stor- 
age bins, baggage racks, commissary shelves and similar 
interiors. 

Louvered industrial spotlights provide high intensity 
lighting over restricted areas where critical seeing de- 
mands from 50 to 250 foot candles—encountered in 
thousands of applications in the machine tool, wood- 
working, printing and mechanical industries. These 
spotlights, installed out of the way of the workman, 
provide glare-free lighting and, when properly located, 
avoid confusing shadows. 

There has been constant improvement in vapor and 
explosion-proof lighting units, now mandatory under 
the National Electric Code in locations where corrosive 
vapor, inflammable gases or explosive dusts are liable 
to be encountered. Specific applications in- 
clude moisture-laden atmospheres, such as 
are found in steam processing, engine 


Another example: In a state armory, TYPICAL rooms, shower baths, also where gases and 
National Guard officers were having dif- SPECIAL vapors are present from such processes as 
ficulty in instructing their men in the use oil refining, paint and varnish making, and 

9. ae ee PURPOSE ‘ 
of their rifles. The lighting was so poor laquer spraying. 
that it was impossible to accurately set the UNITS ARE Adjustable local lighting, using deep bowl 
gun sights. Again a wholesaler’s sales- DESCRIBED porcelain enamel or aluminum reflectors, is 
man was called in. An installation of high adaptable to such individualized purposes as 
mounting units with disconnecting hangars ON PAGE 38 machine lighting and sewing, also glove, hat, 


and wire guards resulted. With the high 
intensity in the drill shed, the various com- 
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leather and shoe manufacturing. 
Projector units have been developed with 
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fluted cover glasses which spread a high band of light 
on the vertical surfaces of an auto body for finishing 
and inspection. 

For the lighting of assembly benches and inspection 
tables there is the new “Light Hood,” or “Skylight 
Unit,” for high intensity lighting. These units, which 
provide their own ceiling, make indirect lighting pos- 
sible where it could not be obtained heretofore, due to 
high ceilings, overhead shafting and other causes. Ap- 
plications include mass production assembly lines, in- 
spection and sorting tables, engraving benches, composing 
rooms, binderies and many textile processes. 

Another new unit for similar applications utilizes 
a painted metal or matte porcelain reflector equipped 
with neck frosted silver bowl lamps and a frosted cover 
glass, which is removable for re-lamping. 

Beam-director attachments are now available for 
RLM dome reflectors which produce a beam of light 
and direct it on specific locations requiring increased 
intensities. 

Porcelain enameled steel visors have been developed 
for use with either glassteel diffusers or RLM domes 
which have many applications. Printers are using them, 
for example, to shield the eyes of press operators and 
divert more light on the press itself. 

For certain inspection: purposes there is a new angle 
type aluminum reflector, equipped with a square, pris- 
matic lens which gives an elliptical light distribution of 
high intensity. 

RLM and glassteel diffusers are now available with 
the socket construction such as to permit removal of 
both lamp and reflector for cleaning, relamping and in- 
terchanging of units. 

This is by no means a complete summary of available 
types of special purpose lighting units. It is merely 
suggestive, and scarcely a week goes by but some manu- 
facturer announces another new development. 

Wholesaler’s salesmen are constantly searching for 
new items to introduce to their customers. They need 
not look far when it comes to industrial lighting, and 
these new special purpose units are in reality valuable 
sales tools which, once sold and installed, lead to quantity 
orders of standard units for general lighting purposes. 
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Model lighting in the plant of the Day- 
brite Reflector Co., St. Louis 


An elliptical reflector directs a high- 
intensity beam on the cutting tool 


Daybrite 





Fostoria 


In printing plants, type cases need sup- 
plementary lighting 


0. C. White 























A FTER 20 years of contact with wholesalers 
and their salesmen, Max Brawerman, a Minne- 
apolis contractor-dealer, selects his sources of 
supply on the basis of the quality of their sales- 
men, their service and their business ethics 


It Takes More Than A Good Line To 
Keep The Contractor Sold 


OU might expect a contractor-dealer with 20 years 
of experience behind him to lead off any discus- 
sion of the ideal electrical salesman with the 

remark “he must have a good working knowledge of his 
own lines.” But Max Brawerman, who has watched 
salesmen come and go through the doors of the Lyndale 
Electric Co., his Minneapolis establishment for two 
decades, takes this important requisite for granted. To 
his way of thinking, Rule No. 1 for the selling fraternity 
is the acquisition of that simple, bull dog quality of 
“sticking on the job.” 

“I remember one chap who traveled this territory with 
a line of wire and tape,” says Mr. Brawerman. “Al- 
though he sold through wholesalers exclusively, he made 
it a point to call on the contractogs about as often as he 
made wholesaler calls. Every month he came in here 
either to talk about some points of his lines or just for 
a short chat. As a result of this personal attention and 
cooperation, I always specified his line when ordering 
from the wholesaler. 

“For some reason or other he was transferred to an- 
other territory. The man who took his place never did 
put in an appearance. Last winter I called the office on 
three different occasions to ask him to stop in and give 
me some information. I have never heard from him. 
As a result, the wholesaler’s salesman never gets an order 
for that tape or wire—after all there are others just as 
good.” 

As his pet example of a “don’t” in selling contractors, 
Mr. Brawerman likes to cite the case of a switch sales- 
man who called only when he learned that Lyndale Elec- 
tric had landed a good job. Then he dashed in all smiles 
and played the part of a long lost friend. By such tac- 
tics, this fellow has made a distinctly poor impression on 
Mr. Brawerman. Consequently his line is rarely 
specified. 

This contractor feels that there are a number of good 
lines in any product, so it is up to the salesman repre- 
senting the manufacturer to visit the contractors occa- 
sionally and give the wholesaler’s salesman a hand in 
making a lasting impression. 
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It is particularly important that the wholesalers’ sales- 
men be in a position to back up their promises. Entirely 
too many of them, Mr. Brawerman declares, can promise 
to the sky, but when the time comes to produce they fall 
down. “After all, the salesman can’t be held responsible 
for house policies, but he can see that the promises that 
he makes are kept,” said Mr. Brawerman. 

The mention of house policies brought to the fore 
the old discount evil. Mr. Brawerman buys from three 
houses. He has chosen these three because of price, 
salesmen, service and general business practises or ethics. 
Too many prospects come into the store to price an 
article, he says, and walk out saying, “I can get that 
same mixer at such-and-such a wholesale house at a 35 
per cent discount.” Mr. Brawerman refuses to meet the 
price, but such incidents have given him strong opinions 
on the ethics of wholesalers who quote discounts to the 
general public. 

This Minneapolis contractor has another important 
complaint. Some electrical wholesalers sell lighting units 
and other pieces of store equipment to drug wholesalers 
at a big discount. They in turn sell their retail druggists 
at the same price. This eliminates the contractor or 
dealer from this business which is legitimately his. 


66 7 espccarngtaes a few wholesalers do some things that 

I think should be classified as unfair trade prac- 
tices,” says Mr. Brawerman, “I have taken up the slogan 
‘Buy At Home’ as a result of a recent experience with an 
Eastern manufacturer. A fellow came through here with 
a good looking line of fixtures at a good price, and I 
gave him a $30 trial order. When the shipment arrived 
I found that part of the order, amounting to about five 
dollars, was missing. Also one piece costing $2.05 was 
defective. It cost me 69 cents to return this piece and 
another 69 cents postage for the replaced unit. The 
missing part of the order came in one day by express 
and I had to pay charges of $1.06 on this. What with 
all the trouble I had you can see where I came out on 
the deal. At that, it was a cheap price to pay for such 
a valuable lesson. 
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Well Groomed Salesmen Sell More 


G. W. Henzel, president of the E.S.&E. Co., Albany, N. Y., 
so thoroughly believes this that he offers his salesmen 
monthly bonuses in the form of haberdashery and clothing 


OU may not be able to tell a gentleman “by the 

cut of his clothes” but cultivating the tailor is im- 

portant to the man who wants to win laurels as 
a salesman. There’s something that inspires confi- 
dence about a man who is smartly groomed. He feels 
more important to himself, giving him greater assur- 
ance in his sales effort and the prospect somehow gets 
the impression that both the man and his house are 
substantial and up-to-the-minute. 

G. W. Henzel, president of the E. S. & E. Co., Al- 
bany, N. Y., so thoroughly believes in the importance 
of this matter in successful selling, whether it be bonds 
or electrical supplies, that he has incorporated it into 
his sales program. And Mr. Henzel is not given to 
useless ideas. Since his ’teens he has been on the road 
plugging electrical equipment and appliances and knows 
whereof he speaks. 

His salesmen work on salary. But every month the 
men are given a bogey which they are expected to meet. 
There is nothing fictitious about this bogey—no reach- 
ing for the moon. It is based on the general sales 
trend, the territory in which the particular salesman is 
working, and the kind of customer on whom he calls. 
It does not require super-sales effort to reach it— 
only good, steady, intelligent plugging on the part of any 
of his men. 

Salesmen who pass their 
bogey are awarded extra 
compensation. This is based 
on the bogey excess and is 
figured on a_ percentage 
basis. If a man has an un- 
usually good month or 
series of months, he is not 
penalized in the future for 
his good work by having his 
bogey raised arbitrarily. If 
he can consistently surpass 
what Mr. Henzel feels the 
average successful salesman 
should do in his territory, he 
is consistently rewarded for 
his exceptional work. Mr. 
Henzel is insistent on this 
point. The bogey, he says, 
should not be considered as 
something hanging over a 
salesman’s head, just*out of 
his reach, forcing him to 
strive harder each month and 
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giving him little reward for his effort. It should be a 
goal that he can get to readily ; one that he can reasonably 
hope to pass and thus earn his extra compensation. 

In conjunction with this bogey plan, each month Mr. 
Henzel has special contests. This is where the idea 
of the well-dressed salesman comes in. The contests 
themselves vary. One month it may be on radio sales or 
new dealers, or on some line that is being closed out. 
In other words, it is built around some special sales prob- 
lem that is most important to the house in that particular 
month. But whatever the contest, the prizes are designed 
to keep the men up to their best appearance. First prize 
may be an order on the tailor for a new suit and a second 
prize a pair of shoes. Another month, it might be a new 
hat and a pair of shoes or perhaps a half-dozen new 
shirts and ties. 

If he gave cash awards, Mr. Henzel feels that they 
might go for a party or be quickly dissipated in some 
other way. But with orders for merchandise, the men get 
something of value for their effort and Mr. Henzel is as- 
sured of a well-groomed sales force in the bargain. With 
merchandise orders, he can see that a slightly worn hat or 
a pair of shoes are replaced without offending the men by 
commenting upon it. As a matter of fact, they like the 
idea, because with their cash bonuses on the bogey plan, 
these monthly contests are in 
the nature of prizes anyway 
and the orders help to solve 
their clothes problem. 

Mr. Henzel’s salesmen are 
his business partners in fact 
as well as in name. When the 
company was organized 
nearly seven years ago, they 
were all given an opportunity 
to take stock in the corpora- 
tion. This has given them an 
extra, personal interest in 
seeing that they not only do 
their own jobs well, but also 
in helping their brother 
salesmen to succeed. It has 
done much to eliminate the 
petty differences which often 
arise among members of a 
sales force in their struggle 
to make a good record. In 
short, it has given them a 
personal reason for thinking 
first of the house interests. 
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Wahn Sells Service 


Double chutes, speaking tubes, a conveyor and numerous 


other aids to rapid service have made the 5-story home of the 


George H. Wahn Co., Boston, a model electrical warehouse. 


Boston, can do more than casually talk 

service. With their new warehouse to 
back them up, they can actually make a point 
of selling it. 

Efficient and economical warehousing calls 
for coordinated and continuous planning from 
roof to basement. George H. Wahn, presi- 
dent and treasurer of the company, is carry- 
ing out this maxim to the letter in his new 
five-story home at 99-103 High St. 

When the need for additional warehouse 
space became urgent, Mr. Wahn searched 
the wholesaling district of Boston for a suit- 
able building. The most satisfactory was a 
five story structure which had housed a 
leather warehouse—a far cry from an elec- 
trical wholesaling establishment. 

Plans were drawn to cover every detail 
of the structure. The chief problem, of 
course, was to offset the inconvenience of so 
many floors; to move supplies and appli- 
ances to truck or. messenger, rapidly and 
economically. The key to the solution of 
this problem was found in the form of a 
double spiral chute. (14) One spiral starts 
on a sort of balcony above the top floor and 
ends at the counter on the street floor. (11) 
The other starts on the top floor proper and 
winds up in the basement. (13) 


G Mrosion, cx of the George H. Wahn Co., 








Baskets are used for carrying the small 
merchandise down the chutes. When enough 
of these have accumulated on the lower floors 
they are placed aboard the elevator and sent 
to the upper floors again for new shipments. 
A small platform can be lowered across the 
chute at each floor level. Goods coming from 
upper floors can thus be stopped at any floor 
by simply dropping this platform across the 
chute. The chutes have been carefully 
spiraled so that the baskets or packages do 
not arrive at the counter and in the base- 
ment with excessive speed. 

A man is in charge of each floor. This puts 
a limited amount of merchandise under his 
direction and consequently he is thoroughly 
familiar with all of it. But naturally with 
this limited amount of floor space to cover, 
he has a certain amount of spare time on 
his hands. A small packing room has been 
provided on each floor to take up this slack 
as well as to relieve the main shipping de- 
partment in the basement. (1) Each man 
makes up the small packages before they are 
sent down the chute. This also enables the 
counter men to take care of customers more 
rapidly during peak periods, as they do not 
have to take time out to pack. 

' Behind, on either side and above the coun- 
ter are rows of shelving, extending well 
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towards the ceiling. Here the small, fast 
moving items are stocked so that service on 
these is rapid. Rolling ladders provide easy 
access to the goods. (12) The one directly 
behind the counter has sufficient angle so 
that it can be pushed behind the men tak- 
ing care of customers without disturbing 
them. (6) 

Alongside of the chute at the counter are a 
series of speaking tubes which give the coun- 
termen instant communication with the men 
on each floor. (9) These will be replaced 
with a more modern communicating system, 
possibly microphones and loud speakers, just 
as soon as the company has determined on 
the line that it is going to sell. 

The warehouse is located on a busy street 
in the heart of Boston’s business district. 
Parking space at the curb is therefore at a 
premium. Loading and unloading must be 
accomplished in as short a time as possible. 
To cut this time to the minimum, a conveyor 


has been installed from the basement to the 
street level. (3) It is operated by a series of 
buttons from the shipper’s desk; moving up 
with shipments or going into reverse with 


incoming merchandise. The shipping force 
is enthusiastic about this aid to their work. 

Packing material is stored above the pack- 
ing desk in troughs that have a sliding cover. 
They are lined with galvanized iron to lessen 
the fire hazard. (2) Each of the individual 
shipping rooms on the warehouse floors are 
similarly equipped. 

Lamps are stored on the top floor, wire and 
pipe in the basement. (5) Broken package 
stock is kept in about 1500 bins on one of 
the lower floors. The first floor includes a 
fixture room with the wall brackets fastened 
on black wooden boards so that they can 
be taken down and replaced with little dif- 





ficulty and without marring the walls. (8) 
The general manager’s office, the counter and 
a large appliance display complete the first 
floor layout. (10) Except for stock displays 
and merchandise that features colored trim, 
the entire floor, including accessories, is 
finished in black and white. 

The second floor is largely given over to 
the general offices, including a large office 
for Mr. Wahn, which also serves as a meet- 
ing room for sales conferences. 

This is not a static arrangement. In lay- 
ing out the warehouse, Mr. Wahn has pro- 
vided for growth. There is a large space on 
the office floor which is being held for pos- 
sible display use when other lines are taken 
on. Experiments with the lighting on the 
various warehouse floors are still going on in 
an effort to find the most economical and 
satisfactory arrangement. 

On one floor a wire has been strung the 
full length of one aisle. A porcelain insulator 
has been slipped over it. A portable lamp 
is suspended from the insulator and with the 
insulator sliding along the wire, it can be 
pulled from one end of the aisle to the other. 
(7) Plugged into an outlet in the center, 
this provides light for any point in the aisle 
and still keeps the wire unentangled and off 
the floor. For the convenience of his em- 
ployees, Mr. Wahn has installed showers in 
the basement. (4) 

The former quarters of the company are 
still being used for storing many of the 
heavier supply and appliance items. When 
this lease is up in a few months, Mr. Wahn 
expects to take space in a less congested 
part of the city for his auxiliary warehouse. 
This saves, warehouse cost and still permits 
the company to reap the benefits of operation 
in the heart of the city’s activity. 














Wholesalers Are Learning That 


Sales Promotion Pays 


ALES promotional activities, 
necessarily dropped as an 
economy measure during the 

depression, are now being revived 
by the more progressive electrical 
wholesalers. This is the report of 
ELECTRICAL WHOLESALING’S field 
representatives from recent calls 
on nearly one hundred typical 


With the sales curve stead- 
ily rising, electrical whole- 
salers are again using various 
methods of sales promotion 
to supplement the personal 


contacts of their salesmen 


by the Northland Electric Supply 
Co., Minneapolis. The pages are 
divided into color-classifications. 
Merchandise lines are grouped 
together on white paper; supplies 
on pink; commercial lighting on 
orange, etc. This system saves 
time for the user. The inside front 
cover is used for an important 





wholesale houses in various parts 
of the country. 

Of course every wholesaler en- 
closes envelope stuffers with his 
invoices and has a quantity of manufacturers’ leaflets 
on or near his sales counter, but this almost effortless 
distribution of literature can hardly be called sales 
promotion. 

Real sales promotion is a planned activity to stimulate 
sales by supplementing the personal contacts of salesmen. 
Electrical wholesalers, as a group, have never utilized 
such promotional methods to any great extent, perhaps 
because of a lack of appreciation of the possibilities. 

Now, however, with earnings that permit of expanded 
budgets, there appears to be an increasing desire to do 
something along these lines. Specific activities now being 
conducted by wholesalers cover a surprisingly wide 
range. They include catalogs, sales letters, sales bulle- 
tins, advertising novelties, trade shows, auto trailers 
which provide traveling displays, etc. 

CATALOGS AND SALES BuLLeTINS—It would not be 
accurate to state that the majority of wholesalers pub- 
lish catalogs. It is true, however, that the greater portion 
of the larger houses get up at least one catalog annually, 
but the smaller firms pull down the average. Increased 
sales are altering this condition, for there is much 
revival of interest in this method of promotion. Numer- 
ous wholesalers, who declared that they had not pub- 
lished a catalog for four or five years, are now seriously 
considering issuing a new one. 

Opinion is divided between the large catalog and the 
pocket-size edition. Both have their good points and the 
answer should be found in the type of customer that pre- 
dominates. The smaller contractor will probably prefer 
the pocket type. The more substantial contractor would 
rather have a complete catalog that he can keep near 
his desk for constant reference. 

A very complete and interesting catalog is issued 


message, termed “The Folly of 

Price Cutting.” In it is shown, 

by means of figures, the extra 

sales and other effort necessary 
to make up for chiseling. Figures are given for a 
number of “chiseling percentages.” 

Philip Cass Co., Philadelphia, issues a rather elaborate 
catalog which entails much work and _ considerable 
expense. As a protection against irresponsible competi- 
tors that might photostat pages and use them for their 
own, the words “Cass Catalog” are printed diagonally 
across each page in a light blue. This does not interfere 
with the reading. 

Wally Electrical Supply Co., in Pittsburgh, finds the 
pocket type more popular, using a compact 120-page 
buying guide which gives a good idea of their entire 
line, and which is frequently reissued. 

It is the practice of numerous wholesalers who handle 
both supply and merchandise lines to publish a catalog 
for each of these departments. This method eliminates 
printing and mailing costs. For example, the contractor 
or industrial is interested primarily in supply items, the 
dealer in merchandise. Therefore these wholesalers see 
no point in sending bulky and expensive complete line 
catalogs when they are-not needed. This practice also 
discourages appliance orders from industrials. 


T HE Standard Electric Supply Co., Milwaukee, issues 
- an annual list price catalog which is augmented three 
or more times annually by net price schedules. The 
latter are more than price sheets, for they illustrate and 
describe products introduced since the publication of 
the annual catalog. 

A number of wholesalers send out planagraphed cat- 
alogs or bulletins. This involves a sacrifice in quality 
but represents a considerable saving. Such a procedure 
permits several editions to be sent out annually. For 
example, Langstadt Electric of Appleton, Wis., mails 
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The individual wholesaler has his own ideas when it comes to style and size of catalogs 


its 60-page booklet four times annually. Blaine Electric, 
of St. Paul, issues such a catalog to 1800 customers 
and prospects every four months. 


C ERTAIN wholesalers who are especially interested in 
fixture merchandising publish a separate catalog for 
these lines. Besides mailing two supply catalogs and one 
merchandise catalog annually, Midwest Electric, Minne- 
apolis, also publishes a fixture catalog. 

Independent Electric, Muskegon, Mich., employs an- 
other idea. They send their appliance outlets, leather 
covered binders with the company name imprinted on 
them. Manufacturer’s sheets are then sent to them to 
be bound in. In the case of new products, a sales 
letter is sent out to the dealers with the sheets. 

Sates LetTEeRS—Sales letters are probably the most 
economical, regular form of sales promotion that can 
be used. They should be well-written and to be really 
effective, sent out in a series. They will be most effective 
in announcing a new line, new products or changes in 
price. However, they can be effectively used for general 
promotion purposes as well as for setting forth house 
policies. 

The Perry-Mann Electric Co., of Columbia, S. C., 
makes it a practice to mail a weekly sales letter to its 
list of customers. This may deal with a new product, 
a seasonal item, or tie-in with some national advertising 
of one of the company’s suppliers. Each month the 
Electric Supply Co., Asheville, N. C., informs its cus- 
tomers, through letters, of new prices or new products, 
the letter stressing various sales features. Doubleday- 
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Hill Electric of Pittsburgh follows the same principle. 

Litscher Distributing Co. of Grand Rapids sends out 
letters on special lines. Recently a flier was mailed 
with a short length of cable. This went to all prospects. 
As a result, sales on this commodity went up more than 
200 per cent over the previous month. Another effec- 
tive form of sales letter used by this company is the 
testimonial type. A mailing is prepared which includes 
a statement from some dealer or contractor lauding the 
service of the house. This sort of letter has proved most 
effective in getting the interest of firms still in the 
prospect file. 


ALES letters with a distinctly personal touch have 

been consistently used by Frank W. Greusel of Maur- 
er-Greusel Co., Milwaukee. He has found them invalu- 
able over a period of several years. 

TRADE SHOWS AND Exuipits—This is an increas- 
ingly popular form of promotional activity. The ex- 
hibits may be elaborate or simple, according to the 
wishes and the resources of the wholesaler and the 
cooperation he secures from his manufacturers. Some 
suppliers are beginning to have a hard time meeting all 
the demands for support of these affairs, however. It 
is probable, therefore, that wholesalers will be called 
upon to carry more of the burden of these trade shows 
in the future. 

There are two distinct types of shows. One is staged 
by the wholesalers for their own customers with the 
cooperation of a single manufacturer. This is usually 
arranged with a great deal of (Turn to page 42) 
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MEN YOU SHOULD KNOW 





* M. C. TARADASH 


President, Hyland Electrical Supply Co. 


T a very tender age, Mike 
Taradash must have sensed a 
great future in the electrical 

business in Chicago. Born in New 
York, he moved to the Illinois city 
when only a few years old. When 
it came time to work, the very 
first job he landed was with an elec- 
trical wholesale house. The boss 
needed a young fellow who could 
run errands, pack orders and 
handle any sort of an odd job. So 
“M. C.” seized the opportunity, fig- 
uring that he could learn many 
angles of the business while mov- 
ing from department to department. 

After several years of this work, 
during which he made the most of 
his opportunity to acquire knowl- 
edge, young Taradash figured that 
he should be able to sell electrical 
products. He broached the idea to 
the boss and won his point. 

Two or three years more were 
spent in sales work. Then his 
natural ambition backed by his 
hard-earned savings began shout- 
ing for action. Therefore on Sep- 
tember 18, 1912, young Taradash 
went into business for himself. To- 
day, recalling that period he says, 
“T set sail with loads of courage, 
but totally ignorant of the pitfalls 
that lay before one who tries to 
conduct a business on limited re- 
sources.” 

But “Mike” Taradash success- 
fully sidestepped these pitfalls. He 
couldn’t afford to hire any help, 
so it was up to him to perform, as 
best he could, the several func- 
tions of a wholesale house. He 
was star salesman, delivery man, 
buyer, bookkeeper, and the rest of 
“the works.” He would go out and 
sell a bill of goods, then rush back 
to his place of business at 10 S. 
Desplaines St., wrap up the orders 
and make the deliveries. 
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Chicago, Ill. 


Twenty-Five Years 


Hyland Electrical 
Supply Co, M. C. 
Taradash in private 
life, grew apace, with 
several good accounts 
helping to make 
things hum. After 
two years the 
Desplaines St. quar- 
ters became too small. 
Then he decided to 
incorporate and ex- 
pand. Two salesmen, 
a bookkeeper and 
stenographer were 
put on the job and 5000 sq.ft. of 
floor space was rented at 31 N. 
Franklin St. 

This location sufficed for only 
four years. Mr. Taradash looked 
about for a larger location, finding 
a spot at 700 W. Jackson Blvd., the 
present address. At that time the 
company occupied 23,000 sq.ft. of 
floor space. Several years ago 
another 15,000 sq.ft. was acquired 
in the same building. 


ELEBRATING his 24th busi- 

ness anniversary last year, Mr. 
Taradash found it necessary to add 
still more space. At the present time 
the firm occupies 60,000 sq.ft. and 
the organization has grown from 
one member to a force of 75. 

Mr. Taradash attributes the suc- 
cess of the company to a continual 
application of hard work by every- 
one who has been associated with 
him. This, combined with courage 
and a feeling of optimism, is present 
in today’s organization as it was in 
the days when Hyland Electric con- 
sisted of one man. 

The loyalty and cooperative 
spirit of his employees is greatly 
appreciated by Mr. Taradash. This 
loyalty is not unfounded for Hy- 
land Electric maintained its force 


of Achievement 


A formula made up of ambition, courage, 
faith and hard work has brought “Mike” 
Taradash and the Hyland Electrical Supply 
Co. to a place among the leading whole- 
salers of Chicago. Started 25 years ago as 
a one-man organization, the company now 
employs a personnel of 75 and occupies 
some 60,000 square feet of floor space 


intact throughout the depression. 
Another demonstration of this good 
spirit is the “Hylanders’ Club.” Its 
function is purely social, but it 
greatly increases employee-friendli- 
ness, which Mr. Taradash believes 
to be one of the secrets of a strong 
organization. 

A successful wholesale house, 
Mr. Taradash feels, should have 
a sales force of specialists. As a 
result, the 18 salesmen of Hyland 
Electric do not attempt to handle all 
lines. The men fall into one of 
the following sales groups: lamps, 
lighting equipment, appliances, 
motors and controls, supplies and 
coal stokers. Obviously all these 
fellows are interested in the wel- 
fare of the other departments, and 
provide them with leads, but each 
is trained in one special field. 

Outside his business hours, 
“Mike” Taradash finds his great- 
est pleasure in the hours he spends 
with his family, for he and Mrs. 
Taradash have made grand com- 
panions of their two children. 








THIS IS NUMBER 181 IN 
OUR SERIES OF PROMINENT 
WHOLESALERS 








ELECTRICAL WHOLESALING — January 1937 





OO la 


ee - 








* 
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GREAT WESTERN 


_Announces two new additions to its line | 














ONE TIME FUSES 


N.E.C. Standard 








PLUG FUSES 
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UNDERWRITERS’ 





REMOVABLE CARTRIDGE (Withdrawn) 


\ 
*To replace blown link—just pull cartridge from glass top and 


It’s easy. 


ALL FIBRE CASES 

DEPENDABLE 

ACCURATE 
EFFICIENT 


Ee —— Mie 


LABORATORIES 
INSPECTED 


Both voltages 
250-600 volt. 





Made in accordance with long estab- 
lished customs of the G, W. Fuse 


Company pioneers in the fuse indus- 
The name Great Western as- 
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try. 
sures you of the best in fuses. 
2 y 
o 
4 
4 
sad Fits any standard plug fuse receptacle 
<= All standard sizes 110 to 125 volts 
a} Clear vision glass, link seen easily 
Easy to replace blown cartridge ‘ 
No larger than regular one time plug 
fuses 
Positively fool proof and positive pro- 


tection 
No small parts to lose 





— | “hi Saves time and money 
GREAT WESTERN FUSE| <¢ 
OFFICE and FACTORY 
7633 SUSQUEHANNA ST., PITTSBURGH, PA. 
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FUSE COMPANY 

















ONE PIECE 
LAMAR LAG LINKS 


Stop needless shutdowns 


Maintain full and positive 
overload protection 


Blow quickly and = accu- 
rately on short circuits 


SPECIAL FEATURES 


No iron parts used in G. W. products 
Horn hard fibre used exclusively 

All metal parts are brass or copper 
Standard and interchangeable 

Fuse can be taken apart from either end 
Minimum number of small loose parts 
Low voltage drop due to low operation 





temperature 
q Low operating temperature due to better 
radiation 
Longer life to barrels due to cool running 
fuse 


Cost no more than other lag fuses or links 








COMPANY WRITE FOR DETAILS ON 


NEW YORK OFFICE THE ENTIRE G. W. LINE 
CHRYSLER BUILDING 
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This rack of the Eco- 
| accel Electric Supply 
Co., Chattanooga, has a base 
of 2-in. planks, 4-in. from 
the floor. Perforated iron 
strips separate bundles into 
rows for quick inventory. 
4x4 uprights bolted to 
2x 4’s at base and a 2x 6 at 
top form the “backbone”. 
li-in. pipes extend from 
front of base to plank at 
top for support. 





6 At the Carolina Electric 
2 Supply Co., Charlotte, 
N. Car., pipe stands on a 
platform of 2x 6’s with the 
couplings at the base, there- 
by preserving the threads 
and _sipiatform. Partitions 
placed at an angle are notch- 
ed at top to hold a 2 x 4 that 
extends entire length of 
rack. On this board the 
conduit rests, thus protecting 
the wall. A tablet for mark- 
ing down each length of pipe 
is placed on a board measur- 
ing about a foot square. 


Pipe supports itself in 

ethe warehouse of Cort- 
land Electrical Supply Co., 
Cortland, N. Y. Space is at 
a premium so the pipe rack 
has been erected in_ the 
center of the storage space. 
A 2}-in. steel pipe extends 
the length of the floor. It 
is suspended from the ceil- 
ing by trusses made of 1-in. 
steel pipe. There are also 
cross pieces of the same size 
pipe separating the various 
sizes of conduit and keeping 
them from = sliding. The 
trusses are held in place by 
U-bolts. Black conduit is 
stored on one side and gal- 
vanized on the other in fair- 
ly even quantities so that the 
pressure against the center 
support is equalized. 
















































































At the Nichols Electric 
> Dayton, Ohio, the 
conduit stock is kept in a 
narrow room. This makes 
possible a rather novel rack. 
2x 12’s intersecting near the 
ceiling are effectively used 
to form partitions. A_rail- 
road siding at the rear of 
the building simplifies the 
problem of handling incom- 
ing shipments of conduit. 


— = 


Conduit at the General 

e Light Supply Co., Detroit, 
is stocked in a 35-ft. rack 
adjoining the shipping door. 
1}-in. angle iron uprights are 
bolted at floor to heavy wood 
platform. Cross pieces of 
1}-in. stock are bolted to up- 
rights at front and at rear 
to a 2x8 plank. This in 
turn is secured to the wall. 
2x 2’s on the platform run 
parallel to cross pieces form- 
ing 14 partitions. 


Each well marked com- 
epartment of the 60-ft. 
conduit rack at B & B Elee- 
tric Co., Cincinnati, is sepa- 
rated from the adjoining 
one by 2x 4’s. Standing on 
boards, individual rows of 
conduit are separated by }-in. 
round metal bars. Near the 
ceiling, 14-in pipes extending 
parallel to 2x 4’s aid in hold- | 
ing conduit. 


For a real job and a 

«permanent one, this rack 
used by Tafel Electric Co., 
Nashville, is inexpensive. At 
the rear, an angle iron strip 
extending the entire length, 
is bolted to the wall. To this 
strip is belted one end of 
the 2-in. flat iron bars that 
form the partitions. At the 
ceiling the partitions are 


bolted to a 2x 4. 
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The Editor’s Page 





Coming in March. The March issue of ELEcrRIcAL 
WHOLESALING will be a special number, edited for 
the wholesaler’s customer and designed to meet what 
is probably the greatest need of the electrical whole- 
saling trade today—the need for bringing to the users 
of electrical supplies and equipment a realization of 
the value of the services rendered by the electrical 
wholesaler. 

In a series of colored charts we plan to dramatically 
present the many reasons why “It Pays to Buy from 
the Electrical Wholesaler”. This is a story which 
has never before been told, a story which should be 
told to every customer and to every prospective custo- 
mer of the wholesaler. It will be supplemented by 
case examples of actual savings which industrials, 
contractors and utilities have obtained by buying from 
local wholesalers, instead of purchasing direct from 
manufacturers. 

We are drawing heavily upon our 16 years of close 
association with the electrical wholesaling trade, also 
on the many publishing and research facilities of the 
McGraw-Hill organization, in order to produce in 
March a magazine that, we hope, will prove to be 
the most convincing and effective sales tool ever placed 
in the hands of the electrical wholesaler. 

However, we cannot do the entire job single-handed. 
We must rely upon the wholesalers, and their salesmen, 
to actually place this story of why “It Pays to Buy 
from the Electrical Wholesaler” in the hands of every 
industrial plant, every contracting organization and 
every utility. We are counting heavily on the support 
of the men on the firing line to provide this essential 
follow-through to our editorial efforts. 

Additional information concerning this special issue 
will be found on pages 46 and 47. 


Census Progress. Last month the Census Bureau re- 
leased the first preliminary reports of the Census of 
Business: 1935, containing wholesale and retail sum- 
maries for the entire United States. Reports of the 
individual states will follow immediately. 

In these preliminary reports, all types of electrical 
wholesalers are grouped into a single classification. 
Thus the national summary shows, for 2,388 electrical 
wholesaling establishments, sales of $554,000,000 in 
1935, with operating expenses of $96,546,000, payrolls 
of $33,669,000, and year-end inventories of $72,- 
940,000. 

A special, detailed study of the electrical wholesaling 
trade is planned as soon as the summaries for the 


various states are completed. In this special report 


electrical wholesalers will be divided into three groups: 
those handling both supplies and appliances ; those sell- 
ing only supply lines, and specialty distributors, han- 
dling only appliances. Each of these groups, in turn, will 
be broken down into several sub-groups, according to 
sales volume. Thus, from this special study, it should 
be possible for every wholesale operator to check his 
own 1935 performance against the average perform- 
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ance of all similar houses throughout the United States. 
. Information to be given separately for these various 
groups will probably include: inventories; turnover; 
consigned stocks; sales, warehouse, clerical and execu- 
tive payrolls; administrative, selling, delivery, ware- 
house and occupancy expenses; interest paid and losses 
from bad debts; sales taxes paid by wholesalers; sales 
of supplies, apparatus and appliances; sales to retail- 
ers, industrials and contractors, and to other whole- 
salers, also cash sales and sales at retail. In addition, 
electrical sales of non-electrical wholesalers, and non- 
electrical sales of electrical wholesalers will be shown. 

It is planned to have this special study completed 
by early summer. This huge mass of statistics should 
provide a wealth of new information concerning the 
business of the electrical wholesaler. It will be care- 
fully analyzed by the staff of ELtecrricaL WHOLESAL- 
ING and a series of articles and charts prepared to assist 
the busy wholesaler executive in interpreting this valua- 
ble data and applying it to his own operations. 


Resale Price Maintenance. Members of NEWA 
received from Managing Director Tolles last month a 
bulletin advising them of the action of the United 
States Supreme Court early in December which upheld 
the fair trade laws of California and Illinois. This 
decision, Mr. Tolles points out, upholds those state 
statutes “which grant to a manufacturer or owner 
the right to protect by contract the goodwill in his 
trademarked merchandise against price-cutting, and 
apply this protection even against non-signers of such 
contract.” 

Such laws are already on the statute books of 15 
states and, in view of this decision, there will be strong 
efforts exerted to enact similar laws in other states 
when their legislatures convene this winter. Also, it 
may be expected that many manufacturers, who have 
not heretofore availed themselves of these fair trade 
laws, will now plan to sign contracts with dealers in 
the various states. 

These fair trade laws, however, must not be con- 
fused with the unfair trade laws of California and 
Connecticut, which outlaw sales below cost. The 
former apply only to trademarked or branded merchan- 
dise, while the latter apply to all merchandise, regardless 
of brand. Thus they are far wider in scope, and many 
trade groups are urging that efforts be made to secure 
the enactment of unfair trade laws, as well as fair trade 
laws, in every state. 


Cooperatives. The Mohawk Valley Club reports a 
cooperative in Rochester, New York, which is selling 
appliances to Federal, county and local employees, in- 
cluding policemen, firemen, postal clerks and school 
teachers, also a new cooperative in Niagara Falls. Such 
organizations, the report points out, are not in a posi- 
tion to give the customer service, consequently sales 
made through these channels hurt the reputation of 
the products sold. Therefore, wholesalers who adopt 
the policy of selling only through dealer outlets will 
not only protect their dealers, they will protect the user, 
as well. Meanwhile, both wholesalers and retailers 
should take every opportunity to oppose any legislation 
or taxation which gives the cooperative an unfair advan- 
tage over private business. 
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+ Hey, Where’s The Boss? Salesman F. B. Harvey, left, looked high and 
low without result, so “Fitz” didn’t get in the picture. We’re sorry too, for 
Mr. Fitzpatrick is a fine boss and a real salesman. Next to Harvey is Ray 
Schweissinger, sales; Ed Bell, shipping clerk; Frank Weber, fixture sales; 
“Cubby” Veneklasen, shipping clerk; Wm. Rollenhagen, counter man, 
and John Start, radio man. These fellows are with Fitzpatrick Electric 
Supply Co., Muskegon, Mich. 





Wholesaler Salesmen Win Awards 
In Philadelphia Lamp Contest 


The Fall Lamp Campaign, sponsored 
by the Electrical Association of Phila- 
delphia, with the cooperation of three 
lamp manufacturers, and those dis- 
tributor members selling lamps through 
retail dealers, produced the outstanding 
sales total of 1,676,596 lamps with a 
retail value of $251,494, during a 31 
day period. 

Total sales showed an increase of 
approximately 18 per cent over a simi- 
lar activity conducted during the 
month of October, 1935. It is estimated 
that approximately one-third of the 
total sales were made by dealers to 
industrial and commercial establish- 
ments and the remaining two-thirds to 
domestic customers. 

From the total of 326 dealers who re- 
turned reports, 65 prize winners were 
selected and recognition, through hon- 
orable mention, was given to 15 others. 

For each dealer who received a prize, 
the distributor’s salesman who called on 
that dealer received a prize equal to one 
half the amount of money awarded 
to the dealer for his (the salesman’s) 
efforts in attempting to have such dealer 
aggressively selling lamps during the 
campaign period. 

A total of $1,020 in prize money was 
awarded to dealers and a total of $510 
to wholesaler salesmen for outstanding 
efforts and achievement in connection 
with the campaign. 

These cash prize awards, along with 
the Grand Prize award were made to 
winning dealers and distributors’ sales- 
men by Managing Director George R. 
Conover, at a mammoth celebration 
dinner, held in Association headquarters 
on December 7. 

All of the distributors cooperating in 
the campaign secured substantial in- 
creases in lamp business during the 
campaign period, and several reported 
October as being the largest month in 
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sales volume through dealers in their 
history. 

Wholesalers’ salesmen receiving cash 
awards included: 

Philip Cass Co.: J. S. Shevlin and 
W. W. Eagels; Century Radio Co.: 
G. S. Scarborough; Colonial Electric 
Co.: Horace Terry; Elliott-Lewis Elec- 
trical Co.: J. W. Carpenter, R. F. Pettit 
and E. F. Martin; Franklin Electric 
Co.: Murray C. Nelson and J. A. Wein- 
berg; General Electric Supply Corp.: 
N. F. Davis and F. M. Wiehsner ; Gray- 
bar Electric Co.: W. S. Wheeler, L. E. 
McIntyre, Conrad Bond, F. F. Jasper- 
son and S. W. Schultz; Lindley Electric 
Supply Co.: Harry Newman, Leslie 
Grand and R. Straub; Novelty Elec- 
tric Co.: W. Rodgers; Raymond Rosen 
Co.: Miss E. Jacobs and Nelson C. 
Verbitt; Royal Electric Supply Co.: 
Benjamin Hayllor; Rumsey Electric 
Co.: N. Dunshee, C. L. Greenley, J. F. 
Dagney, F. H. Davis, and William 
Greenberg; Sweeten & O’Donnell: W. 
T. O’Donnell and E. C. Sweeten; West- 
inghouse Electric Supply Co.: E. S. 
Armstrong, Edward Roth, T. Cooper 
and T. E. Ash; West Philadelphia Elec- 
tric Supply Co.: Philip Schaeffer and 
Sylvan Lerner. 


Incandescent Lamp Sales 


Set New Record 


During 1936 a total of more than 
880,000,000 more incandescent lamps 
were sold than in 1935, according to 
a preliminary survey by General Elec- 
tric Co., Schenectady. The increase 
for large lamps is 460,000,000 and for 
miniature lamps, 420,000,000. 

More miles of highway were 
illuminated during 1936 than during 
the preceding five years according to 
this report. The new San Francisco- 
Oakland bridge is lighted by sodium 
luminaires of more than 10,000 lumens. 





Manufacturers File Suit 
Against Local No. 3 


Ten electrical manufacturing com- 
panies, have filed a joint suit under 
the Federal Anti-Trust Laws, in the 
United States District Court for the 
Southern District of New York, seeking 
to recover damages from Local No. 3 
of the International Brotherhood of 
Electrical Workers. The complaint 
charges in effect that Local No. 3, by 
allegedly waging industrial warfare 
against all buildings and businesses 
which attempt to-use certain types of 
electrical equipment not made by its 
members, or not bearing its union label, 
has restricted the market in the metro- 
politan area for such products and has 
thus imposed unreasonable burdens on 
rent payers, workers and owners of 
buildings. 

This local union, it is alleged, so com- 
pletely dominates the electrical contrac- 
tors in New York City, who are the 
principal outlet for the sale of such 
electrical equipment, that by written 
agreements these contractors are for- 
bidden to take any electrical contracts 
which do not provide that the contractor 
shall purchase the equipment to be used. 
The local union moreover forces said 
contractors to limit their purchases to 
companies approved by it. 

According to the complaint, conditions 
are imposed in some instances whereby 
plaintiffs, who are large open shop manu- 
facturers principally located in other 
states, may sell their products for use 
in the metropolitan area, provided they 
first unwire them and disassemble them 
after the factory tests, and then ship 
them to the metropolitan area, where 
they must be rewired and reassembled by 
the local union members, It is alleged 
that by this duplication and waste of 
human effort, the additional economic 
burden is again passed on to the people 
and tax payers of the metropolitan 
area. 

By these methods, which have de- 
prived electrical contractors of freedom 
of choice in the selection of such equip- 
ment, according to a statement by 
Walter Gordon Merritt of counsel for 
the plaintiffs, a Chinese Wall has been 
built about the city, which deprives the 
public of the right to purchase and use 
electrical equipment of a better quality or 
lower price than that which is being 
forced upon them. This alleged con- 
spiracy, it is claimed, is in restraint of 
trade and in violation of the Anti-Trust 
Laws, because it excludes the products 
of manufacturers and workers in other 
states from this large metropolitan 
market. 

The plaintiffs in the case are: The 
Clark Controller Co., Colt’s Patent Fire 
Arms Mfg. Co., Cutler-Hammer, Inc., 
The Electric Controller and Mfg. Co., 
General Electric Co., The Okonite Co., 
Square D Co., The Trumbull Electric 
Mfg. Co., Westinghouse Electric and 
Mig. Co. 
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FAMED “CURRENT BREAKER” 
Built for 1937's tremendous responsibili- 
ties—probably the “biggest package’ 
of safety switch quality ever put out— 
Bul. 4101 type A Switch. 
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fen have picked up their tools again. Pay 
pnvelopes are bigger. Money’s flowing freely. 
he hungers and needs which America bottled 
p so long are now putting tremendous pres- 
ure on factory equipment—forcing Industry to 


*build, remodel, replenish—almost over night. 


Industry needs new electrical equipment — vast’ < 
amounts of it; equipment that will help turn out) 


goods faster than ever before; equipment that is 
stronger, more durable, equal to unparalilelec 
burdens. The contractor and wholesaler who fu 
nish such equipment will prosper accordingly 
Such contractors and wholesalers are turning te 
Cutler-Hammer for Safety Switches. 

From 43 years of specialized contact with In 
dustry, Cutler-Hammer has full knowledge of wha 
Industry wants, and full knowledge how to produ 
it. C-H Safety Switches are built on that knowledge 
CUTLER-HAMMER, Ine., Pioneer Manufacture 
of Electric Control Apparatus, 1327 St. Paul Ave 
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SMALL BUT RUGGED 
The C-H Factory-Duty Bul. 4115 type A 
Safety Switch. Has every feature of the 
“Current Breaker’ but mounts in ex- 
tremely small space. 
* 

FOR ALL NEEDS 
Explesion-proof; dust-tight; type C; 
type D—every switch you need is found 
in the Cutler-Hammer Line. 






















Dun & Bradstreet Reviews 
The Electrical Supply Trade 


Going ahead at a faster rate than 
many other industries, the electrical 
supply trade at the close of the third 
year of constant progress is confronted 
with a rapidly widening use for its 
products as 1937 is entered. In spite 
of the new peaks established during 
1936 by sales of refrigerators, ironers, 
washers, and electric output their ex- 
tension next year is foreseen. Plans 
for new building work have been set 
to a higher objective, rural electrifica- 
tion is expected to make more head- 
way, and industrial requirements will 
be more numerous as operating rates 
expand. 

Wholesale distribution for the first 
ten months of 1936 was at a six-year 
high, having advanced 30 to 55 per 
cent from the corresponding 1935 show- 
ing. Conservative estimates now place 
wholesale sales for the entire year at 
40 per cent more than in 1935. Prices, 
which started to rise in September, have 
prevented the margin of profit from 
being commensurate with the rise in 
sales, and have hampered manufacturers 
in setting quotations on first quarter 
deliveries. Collections have been good. 
These were some of the major develop- 
ments revealed by a survey of the elec- 
trical supply trade, which has just been 
completed by Dun & Bradstreet, Inc. 


Production Above 1935 


In no year since 1929 have manu- 
facturers been forced to jump their 
schedules by such wide margins from 
month to month. In spite of the in- 
creased operations, a tight delivery 
situation has obtained all year, and 
has been particularly aggravated since 
early Fall. With manufacturers of cer- 





tain types of controls for air condi- 
tioning, radios, refrigerators, switches, 
and panel boards reporting gains of 100 
per cent and more, total production for 
the ten months of 1936 was up 40 to 60 
per cent from 1935. 

Output of electric motors at some 
centers already has gone ahead of the 
peak year of 1929, and the improvement 
in electric wiring and lighting fixtures 
has kept pace with that in the building 
industry. Industrial supplies and equip- 
ment of all types contributed heavily 
to the enlarged orders, and some manu- 
facturers enlarged plant facilities, in 
order to meet shipping schedules. 

Electrical contractors increased vol- 
ume about 100 per cent, with some ex- 
panding operations as much as 300 per 
cent. This work was largely for dis- 
tilleries, industrial concerns, and public 
projects. Outlook for 1937 was termed 
bright, but there was some hesitancy to 
accept long-term contracts, owing to 
advancing prices and possibility of labor 
difficulties, as skilled workmen are 
scarce. 

Strong Sales Upturn 


Distribution by wholesalers of elec- 
trical supplies and appliances has forged 
ahead so rapidly since Spring that vol- 
ume for the ten, months of the current 
year ranged from 30 to 55 per cent 
more than in 1935. When the Fall 
buying season was at its height, gains 
ran as high as 75 per cent. Refrigera- 
tors, washing machines, ranges, toast- 
ers, grills, and other labor-saving de- 
vices were among the leaders. Retail- 
ers show increases almost as large as 
those of wholesalers, with the better 
grade goods in strong demand. 

Household electric refrigerators sold 
by manufacturers to distributing out- 
lets for the first ten months of 1936 
rose to 2,003,700 units, marking the 





+ Three Are Salesmen and three are with Litscher Distributing Co., Battle 
Creek, Mich. Frank E. Claycomb of Anaconda and C. J. Litscher, president 
of the wholesaling firm hold on tightly to that box. Next to Mr. Litscher 
is T. F. Cook, office manager. At the right, C. J. “Kick” Litscher, Jr., 
sales manager. 
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first time in the history of the industry 
that the 2,000,000-unit mark had been 
attained, according to estimates made 
by Air Conditioning and Refrigeration 
News. Passing the corresponding 1935 
figures by 26.6 per cent, this represented 
an increase of 16.5 per cent over the 
total 1935 sales of 1,719,369 units. 

New highs also were touched by 
sales of washers and ironers. For the 
ten months of 1936 washer sales were 
placed by the American Washing Ma- 
chine Manufacturers’ Association at 
1,532,914 units, a rise of 23.45 per cent 
from the previous year’s, and 8.4 per 
cent larger than the total for 1935 of 
1,413,761. The 153,807 ironers sold . 
topped the full 1935 record and were 
ahead of the ten months of 1935 by 
25 per cent. 


New Failure Low 


Petitions for reorganization under 
Section 77-B of the New Bankruptcy 
Act were filed by only two concerns in 
the electrical supply trade during the 
eleven months of 1936. One was a 
manufacturer at Newark, N. J., and 
the other a wholesaler at Pittsburgh, 
Pa. These two cases contrasted with 
six applications recorded in 1935 and 
one in 1934. 

Failures also dropped abruptly during 
the eleven-month period of 1936, going 
down to 59 from 77 for the full year 
of 1935, to establish an all-time low, 
which compared with the record high 
of 279 for 1932. The defaulted indebted- 
ness, on the other hand, made a less 
favorable showing, the total for the 
11 months of 1935 rising to $1,122,399 
from $910,637 for the 12 months of 
1935. 


Publicity Program For - 
Farm Electrification 


A national program of publicity to 
reach the entire farm population and 
assist in the extension of rural electri- 
fication will be undertaken in 1937 by 
the National Electrical Manufacturers 
Association. 

Educational in nature, the publicity 
effort will stress two thoughts—the ad- 
vantages of farm electrification and the 
need for a carefully planned wiring in- 
stallation to take care of future as well 
as present needs for electrical service. 
The advantages in economy and con- 
venience of making the greatest pos- 
sible use of electrical service through 
appliances will also be stressed. 

Publicity will be directed through all 
of the many channels and organizations, 
public and private, that are interested 
in the development of rural electrifica- 
tion, including utilities, the Rural Elec- 
trification Administration, farm maga- 
zines and newspapers, farm groups, 
Department of Agriculture, county 
agents, farm cooperatives, 4-H Clubs 
and others. 
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Introduction 
To A New Service 


LB peie-rsrsgd salesmen have reason 
to think well of themselves. ‘They 
make up one of the most important 
groups of men in the electrical indus- 
try. And in 1936 they have done an 
outstanding job. They have played a 
vital part in the sale of over two mil- 
lion electric refrigerators; over eight 
million radio sets and nearly two 
million washers and ironers, as well 
as millions of dollars worth of heat- 
ing devices, mixers, vacuum cleaners, 
lamps and other electrical specialties. 

Distributors’ salesmen in 1937 will 
contribute with increasing effective- 
ness. For the distributors’ salesman 
is now recognized by the manufac- 
turers he represents and the dealers he 
serves as a merchandising force. He is 
marketing counselor to his trade. He 
carries ideas, he stimulates action. 

To help distributors’ salesmen in 
their function as merchandising men 
at large is the purpose of this section. 
Month by month we will supply sales- 
men with information on merchandise 
and market trends, tendencies, develop- 
ments and ideas. Carefully selected 
and digested for quick reading, we 
undertake to provide the dope. Dis- 
tributors’ salesmen, we are confident, 
will know how to use it. 
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AT THE WESTINGHOUSE CONVENTION IN MANSFIELD 


(Left to right) Roy L. Brown, Wesco (Westinghouse Electric Supply Co.), Indian- 
apolis, Ind.; Leo Raybill, Kempf Bros., Utica, N. Y.; A. Goldenberg, American 
Sales Co., Columbus, Ohio; Sam L. Hall, Electric Supplies Dist. Co., San Diego, 
Calif.; W. Austin Emerson, Westinghouse Electric Supply Co., Greenville, S. C. 





High Spots 


REFRIGERATORS 


HERE are now 9,000,000 electric re- 

frigerators in use. This is a saturation 
of 41 per cent. And yet forecasts for 
next year are being confidently made for 
the sale of another two and a half million 
units. There is certainly no reason to 
look forward to any decline in refrigera- 
tion sales for many years. Replacement 
has only begun to make itself felt, being a 
less than 10 per cent factor in 1936 busi- 
ness. And sales totalling 2,000,000 for 1936 
are, therefore, overwhelmingly from new 
users. This will continue to be the situa- 
tion in 1937. 


There is an immense accumulated want 





for electrical refrigeration. People buy 
it as soon as they can afford it. And there 
will be some millions of families who 
will be able to afford this necessary home 
comfort in 1937, and who will make the 
investment. 

New designs now being shown are not 
radically different from former years. All 
manufacturers have new refinements that 
make the refrigerator even more desirable. 
And cabinet designs that make the re- 
frigerator even more full of eye-appeal 
than in the past. Also, year by year re- 
frigerators are more economical to op- 
erate. (Continued on following page) 











Prices at this time are about the same 
as last year on most makes. With the 
increases in raw materials and labor costs 
indicated, it seems probable that in 1937 
refrigerator prices will go up from their 
present levels. It may be that the public 
is conscious of this, since before Christ- 


WASHERS and IRONERS 


GGREGATE unit sales in this impor- 

tant equipment reaches nearly two 
million in 1936—an all-time high. Elec- 
tric washers total 1,533,300, gas engine 
199,700 and ironing machines 178,000. 

Prices are fractionally better than last 
year. Also the last three months of 1936 
average prices showed small but regular 
increases. This might indicate some move 
upward in washer prices after the first 
of the year. Manufacturing costs are 
going up and it will be logical for prices 
to follow. 

Although washer saturation is theoreti- 
cally high—about 50 per cent—this satu- 
ration seems to have little effect upon 
yearly sales. Sales of washers for re- 
placement are not the biggest part of this 
market. Replacement sales are, according 
to the best estimates not over 25 per cent 
of the total, in spite of the fact that there 
are millions of washers in use well over 
the ten years estimated washer life. Wash- 
er outlook for 1937 is particularly good. 
With employment on the increase the 
washer market will naturally benefit. One 
of the reasons why washer business held 
up throughout the depression years is due 
to the fact that the washer pays for itself 
in a year’s time or less, and then goes on 
for the rest of its life paying a large 
dividend on its self liquidated investment. 

The ironing machine shows a steady 
gain from year to year, but the gain is 
small. If you figure markets by what 
ought to be then there ought to be one 
ironer sold with every washer. Markets, 
however, are not taken on the “ought to 
be” basis, and ironers are selling at the 
rate of one ironer to ten washers. One of 
the reasons for this is that dealers have 
not yet recognized that ironers can be 
sold to customers who have bought wash- 
ers and in combination with washers. 


Contractor Dealer Comeback 


‘i HE electrical contractor, as an appli- 

ance marketing agent. has been pretty 
much kicked around. He has been told 
that he has no display sense, no merchan- 
dising experience and a promotional ability 
that rates around zero. 

Along comes J. M. Richardson of Rich- 
ardson-Wayland, Inc., Roanoke, Va., and 
says it ain’t so. The electrical contractor, 
he opines, should step out now and take 
the lead in electrical merchandising. In 
the past few years they have changed 
their conceptions about the electrical in- 
dustry pretty radically and the average 
contractor today is an alert, business-get- 
ting dealer. In addition, every appliance 
sold requires the services of the contractor 
to keep it properly sold and to maintain 
it after years of service in the home. 


mas business for 1936 on refrigerators 
was greater than any year in the past. 
This also should be stimulating to Jan- 
uary buying. The public buys on a rising 
price market always, and the dealer with 
possibilities of price increases ahead can 
make capital of this fact. 





In his own business, Mr. Richardson 
has proved that it can be done. From a 
hole-in-the-wall contracting shop, the firm 
now occupies its own handsome building, 
maintains big appliance displays and 
stocks, has a Health Kitchen installed to 
sell modern electric kitchens and puts on 
radio and appliance shows at intervals to 
bring the public in the store. Three sales- 
people are on the floor at all times and 
six to ten outside commission men are 
employed to dig up new business. In the 
retail department of the business alone, 
Mr. Richardson says, they will do a vol- 
ume of $150,000 in 1936. 

You might match that with some of the 
accounts you are trying to sell and remem- 
ber that the electrical contractor as an 
appliance outlet is far from being dead— 
the rumor is slightly exaggerated. 


Co-op Buying 
PROPAGANDA for and against the 


rural electrical cooperatives has been 
eddying through the midwest for the past 
three or four years. In Ohio, for instance, 
charters have been granted 15 groups 











oe 


Appliance Man Percy Simmons of Grand 
Rapids, Mich. Mr. Simmons manages the 
appliance department of the Ackerman 
Electric Supply Co. Percy was formerly 
connected with the Reliable Tire & Ac- 
cessory Co. in that city, which had the 
Crosley line before Ackerman Electric 
was appointed distributor. 








A. L. Goodman, manager American Elec- 


tric Co., mixes something. 
serious about it too. 


He's pretty 


and applications are in for $12,037,532 of 
Rural _—_ Electrification | Administration 
money. Where there is so much smoke 
there is bound to be a fire. 

Here’s how the thing works out in the 
case of one farmer. Ed Clifford works 
three farms in Ohio. He has to buy feed, 
fertilizer, oil, gasoline, tires and what not. 
He can buy ’em at the local co-op without 
being a member—but he gets no profits. 
He can pay $10 for a share which entitles 
him to profits or let his purchases mount 
up until the dividends pay for a share. 
When he becomes a member, he has one 
vote, must pay cash for goods at prevail- 
ing prices. Capital is raised by non-voting 
preferred stock which pays 6 per cent. Net 
earnings go back to each stockholder in 
proportion to purchases. 

As rural lines are opened up and sev- 
eral hundred farmers get ready to spend 
$100 for wiring and incidentals, the rural 
cooperative is almost certain to spring up. 
But there is a lot of difference in buying 
fertilizer and other staples which the 
farmer has to have and buying washing 
machines, radio sets, electric ranges and 
the other appliances which take some form 
of specialty selling to put them over. 
There is the catch in the farm cooperative 
as the threat to the independent specialty 
appliance dealer. Until the farm co-ops do 
more than stock one or two appliances, 
current thinking would seem to preclude 
their taking any active part in upsetting 
the present distribution apple-cart. 


RANGES 


HE electric range bids fair to be the 

fair-haired boy of the electrical appli- 
ance line in 1937. Range sales in 1936 in- 
creased 47 per cent over 1935, rolling 
up a total of 318,000 ranges sold. The 
forecast for 1937 is a total of 420,000 
ranges, an increase of 32 per cent over 
1936. This is a conservative estimate made 
by the same men that estimated 1936 sales 
at 308,000 the beginning of the year. 





(Continued on second page following) 
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Ceo WHITE KNIGH 


cives a White Light 


... THE RIGHT LIGHT 


It’s a light that’s right because it’s soft—non-glaring—restful! There are 10 
foot-candles of light 2 feet from White Knight’s base. That’s the amount pre- 
scribed by optical authorities as best for the working surface. 

It’s a light that’s white because its luminaire is Celestialite glass. Three 
layers of glass in Celestialite filter the light—diffuse it—turn the light of a 
100-watt bulb into a day-like light. 

And White Knight is the right light to sell. It’s the only desk lamp with a 
Celestialite luminaire. It’s styled to harmonize with the finest furnishings in 
home or office. Order White Knight. Use the coupon. 


MODEL 34 (illustrated), finished in Gunmetal and Silver or Statuary 
Bronze and Silver—retail list $13.50. OTHER MODELS to retail at $16.50 








GREIST MANUFACTURING COMPANY, NEW HAVEN, CONN. 








[] Please send us sample White 
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THE WHITE KNIGHT 
Celestialite LUMINAIRE 


(shown in dotted lines) in- 


creases salability because 
it diffuses soft, white light 
and eliminates eye strain. 











| i 
Knight at regular trade discounts NAME 
[] Please send us complete sales ADDRESS 
information and catalogue page Signed =. r 
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These forecasters were low a year ago 
and are probably low now. It may well 
be that ranges will hit the 500,000 mark 
before another year has gone. 

The new range lines are the most at- 
tractive ever put on the market and are 
very moderately priced. Utilities, with 
their need for additional load, are going 
to put on the greatest range promotion 
ever known, and the Kitchen Moderniza- 
tion Bureau of the Edison Electric In- 
stitute is rapidly organizing into a most 
effective force. 

The new homes market which will add 
some 450,000 customers to the lines in 
1937 will certainly increase electric range 
business. The range as well as the re- 
frigerator, dishwasher, water heater, can 
be permanently installed and written into 
the mortgage. 

One interesting thing in electric range 
progress which every salesman and deal- 
er should keep in mind is that the old- 
time monopoly of this business by the 
utilities is no longer a fact. In 1935 utili- 
ties did some 54 per cent of the total 
range business, but estimates from im- 
portant range sections for 1936 indicate 





Laurence B. Mangione, president of the 
West Town Electric & Appliance Co., 


Chicago. 1936 was a banner year with 
his company and he is betting on 1937 
to break all records. 


that dealers have sold at least one-half 
the 1936 output, and for 1937 will in- 
crease this proportion. The utilities not 
only are not monopolizing range business, 
they are earnestly and effectively develop- 
ing this business for dealers. Probably 
never at any time have dealers had such 
a break on cooperative merchandising as 
they are going to get on ranges and 
water heaters in 1937. 


Emotional Selling 
Most original sales demonstration of 
the year on electric ranges is probably 
the range cooking demonstration put on 











CONVENTION-BOUND VIA FLAGSHIP! 


L. C. Wiswell (second from left in front row), of L. C. Wiswell & Co. of Chicago, 
headed this delegation of 17 which flew from Chicago to the Leonard Convention 
at Detroit, Wednesday, December 9th aboard one of American Airlines’ giant 
new 21-passenger Flagships, largest and fastest land planes in the United States. 
The group flew to Detroit in the regularly scheduled time of one hour and 27 
minutes at a speed of 200 miles per hour, attended the convention and returned 


to Chicago aboard another Flagship. 


at a Hotpoint Convention in Chicago 
recently. With a sure sense of the 
dramatic this pioneer range organization 
had a blind woman demonstrator, She 
cooked a meal easily, skillfully and 
safely on the electric range, explaining 
that it was the only type of cooking 
range that she could use. This is a 


KITCHEN MODERNIZATION 


HE National Kitchen Modernization 

Bureau and movement is getting under 
way with some real momentum. Bureaus 
are being formed in most of the important 
trading areas of the country and dealers 
are becoming actively interested in the 
possibilities for new business that kitchen 
modernizing brings in its wake. 

In some sections, the job is being done 
chiefly through the local electrical asso- 
ciation. Philadelphia is a good example. 
Here, the Philadephia Electrical Associa- 
tion is attacking the problem from the 
standpoint first of the speculative builder. 
They have had nearly 300 kitchens in- 
stalled to date on a sort of mutual ex- 
change of benefits basis. The builder 
agrees to supply an electric range, pro- 
vide outlets, arrange for proper placement 
of sinks, cabinets, supply ventilating fan, 
provide sufficient illumination and place 
an electric refrigerator on display along 
with other furnishings in the sample 
house. For their part, the Association 
agrees to arrange with the contractor to 
make necessary change-overs in wiring 
for the range, to put cooperative ads in 
the building sections of the newspapers, 
provide a home economist for each of the 
kitchens in the builder’s sample homes, 


superlative example of emotional selling, 
and it gave the 200 or more men who 
saw it something to think about. Three 
of these were utility executives who 
were so impressed that they went out 
and discovered blind electric range users 
on their own lines and are taking steps 
to make publicity of this fact. 





provide promotional pamphlets, floodlight 

the sample home and other services. 
When the job with the speculative 

builder is under way and_ running 


smoothly, the Association will tackle 
kitchen modernizing in custom-built 
homes, in present homes with  old- 


fashioned kitchens and in homes that re- 
quire modernizing for resale. 


Distributor Plans Kitchens 


A DIFFERENT kind of plan is that 
of a distributor in Springfield, Mass. 
—Breckenridge, Inc. Here has been set 
up the New England Kitchen Planning 
Institute to design and plan electric 
kitchens from rough plans of the present 
kitchen submitted by dealers, salesmen or 
customers. From the rough sketch a 
finished architect’s drawing is made show- 
ing the kitchen as it would appear after 
modernization and with all the necessary 
electrical equipment in place. The New 
England Kitchen Planning Institute, as a 
local service, is now being used by a 
number of utilities in the territory. 

Some of the case histories in the files 
at Breckenridge, Inc., show that, where it 
was difficult or impossible to interest the 
(Continued on second page following) 
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1936 APPLIANCE SALES 





Uniis Retail Value 
CLEANERS, VACUUM: 
NN ie ret Oy ok ne 1,146,151 $62,178,692 
ee OP re Bret il a Se 342,100 4,816,768 
a ere re ns ins « 3,000,090 12,000,000 
Garmeme GC ASGRROLES,.... occ. nec cae dec etese 25.000 200,000 
FANS: 
IE Sa IS So Fd ee 25,253 717,185 
Desk and Bracket............ 1,163,175 8,840,130 
Ventilating to 16 in... 53,078 889,587 
FLASHLIGHTS: 
Me a Se inc Su boy Shaken wc S Gieltae ee 7,200,000 3,020,000 
Gatrery Geet oc... 0.....5.. 175,000,000 15,750,000 
HEATERS, RADIATORS 400,000 900,000 
HEATING PADS ...... os 540,000 2,494,000 
HOT PLATES, GRILLS....... 476,000 1,200,000 
IRONING MACHINES 178,000 10,252,800 
IRONS, TOTAL ... 3,765,559 16,670,122 
MIR ck. 2,255,910 12,971,482 
Non-Automatic .......... 1,509,649 3,698,640 
LAMPS, INCANDESCENT: 
Total Re EE ois asian 880,000,000 145,100,000 
Residential _....... 172,000,000 26,100,000 
Commercial ....... 205,000,000 52,700,000 
a” ee 83,000,000 23,200,000 
ee ae ee ee 420,000,000 43,100,000 
ONL BURNERS ........... 218,455 74,179,750 
PERCOLATORS: 
ga fa ee aaa 375.000 3,150,000 
"gi cael a MRR 150,000 900,000 
I och Se ee 318,000 41,413,140 
| EES ean 225,000 4,500,000 
REFRIGERATORS: 
ee ee ey 2,000,000 328,000 
SAN@WicH TOASTERS ....... 0. occ cccen. 470,000 2,250,000 
STOKERS: 
oS re 78,110 23,433,000 
Ie cout eax Bales. 4,785 3,828,000 
Small Commercial ... 1,487 1,784,400 
SEEN AR Seateritr a anney tas emer 1,800,540 10,459,397 
Automatic ...... Moe eG cies ety I 436,540 5,753,597 
SCR,» Se US pea SER, en es 1,364,000 4,705,800 
WAFFLE IRONS ....... 810,000 4,374,000 
WASHING MACHINES: 
SA ee 1,533,300 101,259,132 
Gas Engine .......... 199,700 18,134,757 
WATER HEATERS 104,000 7,609,680 
ESTIMATED SATURATION January 1, 1937 
Percentage Number of Percentage Number of 
of Homes Homes of Homes Homes 
Using Using Without Without 
CUEAREIS cic eeciccccns baedien 48.9 10,700,039 51.1 11,187,735 
Me Ro ee ee 41.6 9,113,500 58.4 12,774,274 
COOKERS & CASSEROLES........ 6.1 1,338,000 93.9 20,549,774 
HEATERS & RADIATORS... 18.7 4,103,506 81.3 17,784,268 
HEATING PADS 18.7 4,098,966 81.3 17,788,808 
HOT PLATES ....... 16.1 3,524,347 83.9 18,363,427 
PRI eo pee ee 93.2 20,393,689 6.8 1,494,085 
IRONING MACHINES ...... es 5.5 1,192,002 94.5 20,695,772 
OU BURNERS ... 0. .2...5.55. : 5.4 1,181,604 94.6 20,706,170 
PERCOLATORS: METAL & GLASS. . 31.8 6,959,704 68.2 14,928,070 
a gr a a pe ea ee hey 78.6 24,600,000 21.4 6,703,475 
eS ee ae 7.9 1,735,450 92.1 20,152,324 
REFRIGERATORS 4\.1 9,000,000 58.9 12,887,774 
WU so ecard) 52.3 11,451,553 47.7 10,436,221 
WARE TRONS 655 edt cc cee euse 20.9 4,572,757 79.1 17,315,017 
WASHING MACHINES ........... 52.5 11,496,457 47.5 10,391,317 


Radio Saturation figured on Total Estimated Homes 
Other Appliances figured on Wired Homes only 
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WIRED HOMES 
January 1, 1937 


UNITED STATES 


NEW ENGLAND 
MENGE tS iain d okix 
ree 
Pa. 


MIDDLE ATLANTIC 


SOUTH ATLANTIC 
Ky. 


Tenn. 
Ala. 
IG Site ttn kh exces 


EAST SOUTH CENTRAL 


WEST SOUTH CENTRAL 


a 
Ida. 

Wyo. 

Colo. 

N. M. . 

) ae 
Utah .. 
Nev. ... 


MOUNTAIN 
Wash. ... 
Cis... 
Calif. 


PACIFIC 


21,887,774 


167,224 
114,212 
70,859 
1,069,535 
170,143 
431,953 


2,023,926 


3,143,696 
998,493 
1,906,103 


6,048,292 


1,458,481 
616,676 
1,629,838 
993,568 
574,681 


5,273,244 


426,044 
408,594 
590,022 

56,135 

69,036 
204,359 
287,289 


2,041,479 


43,330 
462,154 
249,677 
183,155 
266,742 
106,394 
204,639 
243,468 


1,759,559 


247,485 
229,577 
168,326 

79,515 


724,903 


96,981 
187,937 
231,230 
623,308 


1,139,456 


81,125 
79,692 
30,055 
173,443 
26,968 
59,854 
103,939 
19,208 


574,284 


393,861 
218,577 
1,690,193 


2,302,631 























prospective customer in a single refrigera- 
tor or an electric range, that fhe aubmit- 
ting of a plan for a complete moderniza- 
tion job, resulted in an eventuaf Sale of 
from $1,000 to $2,500. Part of the: Breck- 
enridge plan for the near future consists 
of setting up a new kind of dealership— 
one to act as a sort of semi-distributor of 
the non-electrical items that go into the 
kitchen—wall tile, cabinets, linoleum, etc., 
for the various electrical dealers in the 
vicinity. This dealer would act as a bird- 
dog for kitchen business in addition to 
supplying the non-electrical elements of 
the kitchen. 

An encouraging sign on the kitchen 
modernization horizon is the fact that 
many dealers are now installing kitchen 
displays in their own stores. This move- 
ment is getting under way slowly as utility 
companies and department stores have led 
the parade. Some dealers, like J. C. Mc- 
Namee of the Fairfield Radio and Refrig- 
erator Co., Fairfield, Ala., have installed 
complete kitchens in their own homes and 
used them as demonstration centers. 


Boulder Dam 


£ Os ANGELES held a celebration re- 
cently with parades in the streets, a 
big exposition with floor shows and stunts 


RADIO 


ERSISTENT and_ probably well 

founded is the rumor that New 
York dealers, stirred up by the Sobol 
gas chain’s entry into the home set 
selling field, have “cracked down” so 
successfully on local distributors that 
at least five nationally-known radio man- 
ufacturers are shying on shipments, cut- 
ting off at least temporarily this filling 
station’s source of supply. \ 

Sobol is, we hear, incensed about it, 
feels that it is illegal for dealers to 
act, in concert, in this manner. Some 
sort of action is contemplated . . . if 
anyone has stuck his neck out by ap- 
plying pressure via pen and pencil, thus 
providing a suitable target. 


and the rest of the works. It looked like 
election night or a Rose Bowl game—but 
it was something quite different—the ar- 
rival of Boulder Dam power. And the 
people that were helping celebrate are the 
ones who are going to form an important 
part of the consumers for the 4,300,000,000 
kilowatt-hours of power that will flow 
into this territory every year to be dis- 
tributed by the various power companies 
and city light departments that have con- 
tracted for it. 

Southern California Edison alone have 
contracted for 917,000,000 kilowatt-hours 
of Boulder Dam energy and they have 
been preparing for the event by putting 
on intensive campaigns on electric ranges, 
water heaters and refrigerators. A big 
dealer organization has been built up and 
sales training courses held for dealer and 
distributor salesmen. There are some 580 
dealers in the territory employing 810 
salesmen—a number that will be increased 
to 1,400 when training is finished. 

An Electrical Age Exposition was held 
in celebration of the arrival of the power 
block which cost $40,000 and stayed open 
day and night for eight days to tell the 
public of Los Angeles about appliances 
and the electrical home. 

That is only the start of one of the 
country’s biggest electrical marketing jobs. 


The grease and gas man, who had 
been planning to put radio servicemen 
permanently in each one of his stations, 
retains, for the moment, just auto- 
radio. 


Nix on Package Plans 


O salesmen who have thought of 

suggesting to the boss any sort of 
combination appliance offer let the cur- 
rent experience of the New York Edi- 
son Company be a lesson. 

This utility, intent upon building load 
among minimum-bill customers, put out 
a four-in-one offer including a midget 
radio, a toaster, an iron and an I.E.S. 





WESTINGHOUSE DISTRIBUTORS AT MANSFIELD 


(Left to right) H. M. Moock, Moock Electric Supply Co., Canton, Ohio; R. K. Van 
Zandt, Van Zandt Supply Co., Huntington, W. Va.; Tom Mason, J. W. Greene 
Co., Toledo, Ohio; William M. Schlipf, City Service Oil Co., Bristol, Va. 
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Merchandising Minded Ben L. Bristol 
heads the appliance department of the 
Central Electric Supply Co., Battle 
Creek, Mich. Ben and his salesmen travel 
southwestern Michigan with their lines 
of major appliances. Mr. Bristol tells us 
that electric ranges are not merchandise 
in that territory. 





lamp, all for eighteen bucks, on the first 
of December. The package was offered 
to cooperating dealers but all hades 
broke loose when it was pointed out 
that the thing netted only 14 per cent, 
would probably knock regular Christ- 
mas business into the proverbial cocked- 
hat. 

Dealers who have heretofore shown 
little inclination to get together on any- 
thing formed a temporary association to 
fight the package plan, which continues 
as we write but under severe protest. 
Distributors too, joined the battle, which 
has become so ‘intense that somebody 
soon will of necessity duck for cover. 

One or two more moves like Sobol’s 
and Edison’s and New York, long back- 
ward about the formation of a strong 
and effective dealer association, will 
have one. 


Our Fingers Crossed 


ESPITE the avowal by many set 
manufacturers to the effect that new 
lines will not be introduced until May 


or June . . . unless competitors try to 
get the jump . . . we have our fingers 
crossed. 


For it is known that several of the 
big-guns in the industry have their new 
stuff already off the design boards and 
in some instances are even already tooled 
up for production. As is the case with 
international advantage-grabbers, certain 
factories may readily find some excuse 
to point the finger toward an innocent 
“aggressor” and spill the beans without 
anyone being the wiser about who started 
the scrap for years afterward. 
(Continued on second page following) 
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Sigh of Relief Department 


REATHE easier, brothers. The 

manufacturer who caused competi- 
tion no end of headache by selling a 
multi-tube job cheaper than anyone 
thought such a set could be produced 
for has jacked his prices. 

Reason given: Production cost higher 
than at first anticipated. Actual rea- 
son: Probably this outfit’s own state- 
ment is the straight dope. 


Dealers Will Be Interested 


PREADING rapidly among _pro- 

prietors of the larger stores are 
plans which award “floor days” to sales- 
men in proportion to their sales records. 

One dealer advises that floor sales in- 
creased 25 per cent under the plan. He 
has six salesmen. Two men are used 
on the floor at all times, one contacting 
everybody who enters, the other doing 
the initial chinning when number one 
man is busy. So positions are divided 
into six number one and six number 
twos. First and second high men in 
sales each receive two number one posi- 
tions per week for the following month. 
The third and fourth high men are al- 
lowed to work two days a week but 
must be content with one number one 
and one number two position each. The 
balance of the floor days are assigned to 
the trailers, in number two positions 
only. 

How these men canvass to avoid can- 
vassing. 


Trailers in the News 


| you haven’t already trekked around 

your territory in a trailer make up 
your mind that the handwriting’s on the 
wall. Anyway, that’s the way we feel 
about it after looking through a wad 
of photographs submitted for publication 
in other McGraw-Hill papers by itinerant 
distributors. 





" CROSLEY 
RADIOS 


The things are running hither and 
thither about the country, from the rock 
bound shores of Maine to the you know 
the rest of it, bringing radios, refrig- 
erators, washers and whatnot right to 
the dealer’s door. In the sticks, par- 
ticularly, they are proving particularly 
effective . . . at least until the novelty 
wears off .. . for manufacturers, dealers 
and distributors alike. 

Distributors’ salesmen: Get your trans- 
port license! 


Lines Per Dealer 


UESTIONNAIRING a cross-section 

of dealers throughout the country 
McGraw-Hill finds that at the present 
time 25.4 per cent carry only one line of 
sets, 24.8 per cent carry five lines, 19.05 
per cent carry two lines, 15.87 per cent 
carry three lines and 15.08 per cent 
carry four lines. 

Not all lines carried are pushed, how- 
ever, for 79.82 per cent feature one line, 
12.84 per cent feature two lines, 4.59 
per cent feature three lines and 2.75 
per cent feature five lines. 

You've got to, it seems, do more than 
just get your stuff in. 


Enter: Auto-Radio Season 


NEw automobile radio lines are just 

around the corner and prospects look 
swell. Says Customer Research (prob- 
able take-off on Consumers Research) 
department of General Motors: “71.8 
per cent of one-million users of all makes 
of automobiles, asked in a survey what 
they would demand in their next car, said 
RADIO.” 

We can’t say for certain if there are 
any new car-set design features up the 
manufacturer’s sleeve but do anticipate 
the continuance, as leading sales induce- 
ments especially in the upper brackets, 
of twin-speakers and dash-matching con- 
trols, 





APOLLO CELEBRATES 13TH BIRTHDAY 


The staff of the Apollo Distributing Company, Crosley distributor, Newark, cele- 
brated the thirteenth birthday of the company Thursday evening, Nov. 12, at the 


French Casino, New York. 


There were abundant reasons for a happy birthday 


for Apollo is nearing the end of another highly successful year, the best in many 
good ones. The popularity of the management is as great with the employes as 
it is with the trade, and they presented both David Slobodien, president, and 
Fred Goldberg, general manager, with a beautiful pigskin suitcase. The presenta- 
tion was made by Harold Bergman, sales manager. 
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Be ready... 


TO SUPPLY THE 
DEMAND 





NATION-WIDE ADVERTISING 


now being placed will create an in- 
creased demand for Faries Commer- 
cial Lamps. Business Papers and 
General Magazines appealing to Busi- 
ness Executives are being used. The 
Guardsman—Faries Natural Light— 
and other Modern Styles will be 
featured. Cash in on this program. 
Check up and replenish your stock of 
Faries Lamps now. 








Faries 
Guards- 


man 


Model 2242 
List $13.50 


FARIES COMMERCIAL LAMPS 


in new, modern styles and striking 
finishes will in themselves attract 
many buyers, but sales do not depend 
on these alone . .. Faries Lamps offer 
correct illumination, with extreme ef- 
ficiency. Their scientific design per- 
mits proper control of light distri- 
bution and offers real protection to 
eyesight with a new seeing comfort 
to office workers. Faries Lamps shed 
a strong, yet restful light... free 
from glare .. . free from shadow ... 
a light closely approaching daylight 
in texture. They come in a wide 
variety of styles and finishes, at prices 
to meet any need. 


FARIES MANUFACTURING CO. 

and S$. Robert Schwartz Div. 
DECATUR, ILLINOIS 

Please send full details about Faries Com- 


mercial Lamps as Nationally Advertised to 
Business Executives. 


Ew 


Name ..... 

ee OO POE CETL Fer Tee e CLE ee 
| City ...+- 

State 

















10/7’. | ae | 6” 
5 Year Guarantee! 


| 2. Northeast 
B”.10”.42” 
Low Prices! 





3. Aircirculators 
24”-30” 
Provide new 
Markets! 











1. Fans with Quality and 
Profit Appeal 


2. Fans with Price and Profit 
Appeal 


3. Aircirculators that will 
bring new volume 


Then, too, there are Ceiling and Venti- 
lating Fans, including new Double-Blower 
Type Ventilators. A complete Delco 
Line with which you can solve cooling 
and ventilating problems more easily, 
more satisfactorily, and more poaltbabh, 
than ever before. 


Send for the New 1937 Catalog 


Get the details. Examine the merchan- 
dising possibilities. Find out about the 
attractive Window Displays, Booklets, 
Folders, Posters and Mailing Pieces 
which Delco furnishes to boost your sales 
and profits. 


pot’? TANs 




















Note for Sound Men 


OTTEST item that has come down 
the pike for sellers of sound systems 
in some time is the new inter-office com- 
munication system. Package merchandise, 


| this new stuff is pouring out of at least a 


dozen factories, going over the counters 
of radio and electrical dealers much in 
the manner of midget radios. 

Some systems use no inter-connecting 
wires, operate as miniature radio trans- 
mitters feeding energy over the common 
electric light wiring. Some work “du- 
plex” (talk and listen simultaneously) and 
some even permit the user to talk to in- 
dividuals elsewhere in the building in 
private even though many units are con- 
nected. All use loudspeakers and far- 
talking microphones. 


Phono-Combinations Gain 


iB you’ve shyed away from palaver about 

phono-combinations because your deal- 
ers have been burned in the past shake 
this attitude out of your system. For re- 
ports coming in from here and there 
indicate that people are actually forcing 
the trade to talk records. 

More money in the jeans is the prob- 
able answer, for all radio shows a sharp 
and likely to continue, up in unit price. 
Combinations have been neglected so long 
that even the minority interested in rest- 
ing the little needle on the little disc now 
represents a nice, sizeable market. 


Distributors Salesmen Afloat 


EATTLE Radio Supply has a crew 

on the “M. S. Electron,” only floating 
showroom of which we have any record. 
About a month ago the ship was peddling 
tubes and radio service on the Alaskan 
coast and at last report intended to winter 
in Juneau harbor. 

Juneau had a landslide that raised 
merry hob with shipping, so the papers 
say, and we’re curious to know where 
was the Electron when the lights went 
out. 

Anybody know? 


Gone With the Wind 


. L. PARRIS, who sold his interest 

in Wincharger last month. told the 
press that his immediate plans involved 
only the slaughter of ducks and the annoy- 
ing of fish, has changed his mind. 

He’s joined Dunn Manufacturing out 
in Clarinda, Iowa, changed its name to 
Parris-Dunn, plans to put out a wind- 
driven generator that is said to have 
everything but hot and cold running water. 


Discount Skullduggery 


F you are tempted occasionally to engi- 

neer courtesy discounts for large in- 
dustrial organizations (and who isn’t) 
better lay off. Dealers hate this sort of 
thing wors’n poison and in Milwaukee, to 
be specific, their association is flooding 
the mails with letters to every Tom, Dick 
and Harry condemning this practice. 

This is a movement likely to spread. 
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We Made Money With BULL DOG =: 
in 1936... and in 1937 the | 
Bull Dog Line Will Be More 
Valuable To Us Than Ever... ann 








BULL DOG SAFETY SWITCHES 
or re Made Electrical History in 1936 


The new modern appearance—the new modern efficient performance 
and safety of Bull Dog Vacu-Break Safety Switches have been the 
talk of the entire electrical industry. You who demand quality products 
will sell more switches if, in 1937, you feature the line that has been 
created to fit the need for modern performance and modern 
appearance. 

















Typical Special Purpose Units 
For Industrial Lighting 





Fostoria Elliptical Reflector 


Mounted on an adjustable bracket arm, 
this supplementary lighting unit concen- 
trates modern high intensities on the 
working area. The elliptical reflector of 
Alzak aluminum contains a 60-watt lamp 


which is mounted base down and is, there- _ 


fore; out of range of the operator’s vision. 
In this installation, an intensity of about 
100 foot candles is developed at the point 
of the cutting tool. 


Goodrich Stock Lite 


This unit*is the result of almost a year 
and a half of development work on a re- 
flector to properly illuminate stock bin 
aisles. These aisles vary from 30” to 
36” in width, thus requiring a reflector 
which can be mounted, at the most, only 
18” away from the vertical surface to be 





illuminated. For this reason, a very 
special design is required to throw the 
light on the vertical surface of the bins 
from the floor to the height of the re- 
flector, and to deliver sufficient light so 
that labels or book titles may be easily 
read. - 


Westinghouse Stack Luminaires 


A unit especially designed to concen- 
trate light on the vertical and horizontal 
surfaces of stock bins and book stacks. 
The reflector is provided with two tri- 
angular vanes, located opposite each other 
to provide proper eye shields, or light 
cut-off, up and down the aisles between 
bins. The sides of the reflector are 
slightly dipped to redirect light into the 





bins and cut off stray light that other- 
wise would be lost. 
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Wheeler Improved Vaporlux 

Approved for use in hazardous loca- 
tions where combustible dust conditions 
exist, this improved design may be re- 
lamped by unscrewing reflector and cover 
glass as a unit from the canopy and low- 
ering over lamps. Reflecting surfaces 
are protected by the sealed glass cover 
and proper heat dissipation is provided 





under dust blanketing. Applications in- 
clude flour, feed and starch mills, grain 
elevators, sugar, and pulverizing plants. 


Benjamin Intensifier 


A louvred spotlight designed for high- 
intensity illumination of small areas. The 
light beam may be broadened or nar- 
rowed to meet varying conditions by mov- 
ing the lamp forward or back within 
the unit. Glare is minimized because of 
the depth of the reflector, narrowness of 
the beam, and flexibility of mounting po- 
sition. The cover is dust tight, and in- 





tensities as high as 250 foot candles may 
be secured. 


Ivanhoe Stack Reflector 


A 60-watt unit designed to furnish a 
uniform distribution of light on the verti- 








Benjamin Skylight Unit 


A large diffusing unit of low surface 
brightness, providing localized lighting for 
inspection and other operations on shiny 
surfaces such as plate glass or tin plate. 
Two or more of these units, mounted 
close together, make in effect an artificial 
luminous ceiling of the type recommended 
for lighting composing stones and type 
cases in printing plants. 


Ivanhoe Suplite 


A radically new type of supplementary 
lighting unit designed to supplement gen- 
eral lighting and build up the intensity 
over the working area of machines where 





high visual activity is needed. The unit 
is convenient to open for relamping or 
cleaning, has a glass bottom plate and 
is_ provided with louvres which shield 
the eye of the worker from the light 
source, A 150-watt lamp wifl-prodyice in- 
tensities ip to 170 foot candles. 


White Adjustable Bracket 


Various forms of improved adjustable 
arm brackets are now available. Swivel 
connections permit of adjustment of re- 
flectors to any angle and telescopic arms 
permit lengthening or shortening of the 
arm. This type of fixture may be 
mounted to the wall, bench, or to ma- 
chine itself. Applications include garment 4*~ 
factories, printing establishments, ma- 





cal surfaces of library book stacks and whe. 
the interior of storage bins, baggage Com 
racks, commissary shelves and similar in- ny 
teriors. This distribution, together with 4 
the elimination of glare, is accomplished REMI he ra = 
by shields rigidly attached to the reflector : 
which protect the eyes when looking down chine tools and benches for assembling ome 
the aisle. and inspecting small parts. 
& Cal 
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CONDUCTORS 





ESTED TO SAFECOTE STANDARDS 
ADING WIRE MANUFACTURERS 


Company Habirshaw Cable & Wire Corporation 
Company Hazard Insulated Wire Works Div. OkoniteCo. 


ny National Electric Products Corporation 


brporation Paranite Wire & Cable Company 


y Providence Insulated Wire Company SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
ompany John A. Roebling’s Sons Company SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUEST 
& Cable Co. Simplex Wire & Cable Company 

ion Triangle Conduit & Cable Co., Inc. GEORGE C. RICHARDS, LICENSOR'S AGENT 
y United States Rubber Products, Inc. 155 EAST 44th STREET, NEW YORK CITY 











Wholesalers Find 
Promotion Pays 





(Continued from page 15) 


ballyhoo, when the manufacturer comes 
out with a new range or refrigerator 
or some other appliance. A variation 
has been followed by a Columbus 
wholesale house. This firm makes 
arrangements with a supply representa- 
tive to put on a demonstration when 
he is in town. The house invites a 
number of contractors and industrials 
to attend the clinic. At each monthly 
meeting a different representative puts 
on the show, outlining the features of 
the products he is handling. This type 
of show is not costly and does not re- 
quire the manufacturer to spend any 
extra money. 

Many wholesalers hold annual ex- 
hibits in cooperation with all their sup- 
pliers. These shows usually last for 
two days or more. Invitations are 
sent to regular customers and all pros- 
pects. Food and refreshments have 
become one of the necessities. Kiefer 
Electric of Peoria goes a step further. 
This firm hires an orchestra and a 
couple of singers to add color to their 
annual show. 

Local electric shows, home exhibits, 
and similar affairs are supported by 
some wholesalers. Direct benefits, how- 
ever, are doubtful, because most of 
the visitors are ultimate consumers 
and buy through retailers. In taking 
part in such activities, the wholesaler 
must consider them as a good will 
builder. : 

TRAVELING DispLtays—This is an- 
other form of promotion that has been 
finding new converts every year. It 
can be accomplished with a few hun- 
dred dollars for a simple trailer or a 
few thousand for an elaborate truck 
or trailer. 


With the country becoming trailer- 


conscious, the number of distributors 
who use this advertising and selling 
medium will probably increase more 
rapidly. Most distributors now use 
trailers for selling appliances. Usually 
the car is equipped and wired so that 
a complete array of appliances can 
be displayed. They have a wide use 
in helping the dealer sell. Salesmen 
may work with a dealer for a day or 
so, sales being made right in the truck. 
Several wholesalers use small, inex- 
pensive trailers, designed primarily for 
delivery purposes. They attract atten- 
tion and therefore promote the whole- 
saler’s name and his products. Whole- 
salers, who now use trailers, report 
that they are well worth their cost. 
ADVERTISING Nove_tres—Calendars 
seem to be worthwhile. The drawback 
is the expense. Cheap, flimsy calen- 
dars are of little value as advertising 
mediums. Wholesalers who have had 
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experience with this type of promo- 
tion find that a relatively high-priced 
calendar is valuable, as it is used 
throughout the year, and not dropped 
in the wastebasket. 

Some wholesalers provide automatic 
pencils. These are passed out by sales- 
men on their calls. If their circula- 
tion is confined to a logical list, this 
seems to be a good idea. L. R. Klose 
Electric Co., of Kalamazoo, finds this 
a successful form of publicity. 

The extent of the individual whole- 
saler’s promotional activities must de- 
pend upon his point of view, his market 
and his balance sheet. But one thing 
is certain from this survey—whole- 
salers everywhere are finding out that 
sales promotion pays and the more 
successful organizations are planning 
a wider use of it in the future. 


Editorial Changes Announced 
By Howard Ehrlich 


Vice-president Howard Ehrlich, of 
McGraw-Hill Publishing Co., who 
assumed the editorship of Electrical 
World upon the resignation of L. W. 
W. Morrow, has appointed S. B. Wil- 
liams as managing editor of that publi- 
cation. 

Immediately upon graduation from 
Princeton in 1914 Mr. Williams joined 
the staff of Electrical World and at the 
time of his leaving in 1922 he was 
assistant managing editor. He resigned 
to become editor of Electrical Record 
and in 1924 resigned to take charge 
of the Electragist as editor and man- 
ager. In 1928 the Electragist was pur- 
chased by Electrical Trade Publishing 
Co. and changed to Electrical Con- 
tracting. 

Earl Whitehorne has been appointed 
editor of Electrical Contracting, to suc- 
ceed Mr. Williams. Mr. Whitehorne 
came into the electrical industry as a 
contractor back in 1905, before he took 
up editorial work on Selling Electricity, 
now Electrical Merchandising. He 


was managing editor of that paper 
until 1915 when it was purchased by 
McGraw-Hill and then became com- 
mercial editor of Electrical World. He 
also served for several years as edito- 
rial director of both Electrical Mer- 
chandising and Radio Retailing and has 
continued as associate editor of Elec- 
trical World. 


New Buyer’s Reference Guide 
Distributed To Wholesalers 


Every wholesaling concern on Elec- 
trical Wholesaling’s subscription list re- 
ceived last month a complimentary copy 
of the new Buyer’s Reference Guide, 
published as Part II of Electrical Con- 
tracting for December. 

This publishing service, inaugurated 
last year, replaces the Electrical Trade 
Catalogs formerly issued each year by 
the McGraw-Hill Publishing Co. 

In its new form this standard 1937 
handbook for electrical buyers includes: 
a directory of electrical manufacturers, 
classified under several hundred product 
names; a product exhibition section, and 
an alphabetical list of trade names. 
Also contained in the new 320-page 
edition are several tables of wiring data, 
including information on wire, conduit, 
motors and standard wiring symbols. 

A limited number of these handbooks 
are available to those wholesaling firms 
desiring additional copies at a price of 
$1.00 a copy. 


Idaho Ordinance Prohibits 
Door-to-Door Selling 


Lewiston, Idaho, has recently enacted 
a city ordinance which is proving very 
serious in curtailing sales of appliances 
on house to house canvass. The ordin- 
ance prohibits house to house canvassing 
or trespassing on a citizen’s property to 
sell without first obtaining permission 
of the owner by telephone. 











+ Their New Ford ran into the picture too, so we had to humor it. These 
folks snapped in front of the Mid-State Electric Supply Co., Decatur, IIl., 
are: Sid Kinsley, Adrian Moe, W. L. Fleming, Marie Suzewitz, H. M. 
Minnis, Jim Ferguson and Terry Fisher of Cutler-Hammer. We’re sorry 
that Dale Bailey wasn’t there for the picture. 
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ARMORED BUSHED CABLE—TYPE A.C. 





These RUBBER COVERED CABLE 
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EXTRA FLEXIBLE PORTABLE CABLE 


MADE FROM START TO FINISH IN THE CRESCENT PLANT 


The careful supervision given to the manufacture of Crescent 
Wire and Cable from raw material to finished product is only one reason 
why these products are of a uniformly high quality. Engineering skill of a 
high order has been devoted for many years to the improvement of the 
processes of production, with the result that the quality inherent in Crescent 
products is mutually advantageous to buyer and seller alike. 





JOBBER COOPERATION—A PERMANENT POLICY 


CRESCEN?T 
ese & CABLE CO. INC. 


INSULATED WIRE 
TRENTON, NEW JERSEY. 
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Mohawk Valley Club 
Elects Officers 


At the annual meeting of the Mohawk 
Valley Club, held recently in Syracuse, 
the following officers were elected for 
1937: E. A. Jones, Havens Electric 
Co., Albany, president; W. H. Hall, 
Baldwin-Hall Co., Syracuse, vice-presi- 
dent; L. Meagher, Langdon & Hughes 
Electric Co., Syracuse, treasurer, and 
G. W. Henzel, E. S. & E. Co., Albany, 
secretary. Other wholesalers elected to 
the executive committee were H. F. 
Williams, Westinghouse Electric Sup- 
ply Co., Albany; I. E. Greene, South- 
ern Tier Electric Supply Co., Bingham- 
ton; Karr Parker, McCarthy Bros. & 
Ford, Buffalo; C. H. Maier, General 
Electric Supply Corp., Rochester, and 
J. A. Hughes, Langdon & Hughes Elec- 
tric Co., Utica. 


Wholesalers Elected To Board 
Of K. C. Electric Association 


Wholesalers elected to the board of 
directors of the Kansas City Electric 
and Radio Association for 1937 include 
I. D. Leffler, Glasco Electric Co.; F. M. 
Bernardin, General Electric Supply 
Corp.; W. S. Blue, Columbian Electric 
Co.;.and C. H. McClean, Graybar Elec- 
tric Co. 

* 


League Managers Discuss 
Sales Promotion Plans 


Important promotional activities of 
the electrical industry were described 
by industry executives and league man- 
agers during the first annual meeting of 
the International Association of Elec- 
trical Leagues. The conference recently 
held in Cleveland was attended by 
nearly 100 representatives of various 
branches of the industry, including the 
executives of 22 leagues. 

National promotional programs pre- 
sented at this meeting included: Na- 
tional Kitchen Modernizing; Electrical 
Housewares; Better Light—Better 
Sight and Adequate Wiring. 

In a closed session which followed 
the general meeting, league managers 
discussed broadening and increasing 
league membership, equalizing the fi- 
nancing of leagues, meeting gas refrig- 
erator competition, air conditioning 
promotion, expanding the commercial 
and industrial markets, plans for financ- 
ing appliance and wiring sales, electric 
shows and exhibits, and other problems 
of league management. 

At the conclusion of the conference 
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Ralph Neumuller, New York, was 
elected president, and G. R. Conover, 
Philadelphia, vice-president. A. A. 
Gray, Chicago, was re-elected treas- 
urer, and O. C. Small, NEMA, re- 
elected secretary. Elected to the board 
of governors were J. E. North, Cleve- 
land, C. H. Christine, St. Louis, S. S. 
Vineberg, Buffalo, G. W. Austen, 
Canada, and G. W. Weston, Kansas 
City. 


Trade-In Allowances Suggested 
By Illinois Dealers 


The Illinois Radio & Electrical Deal- 
ers Association has recently issued a 
booklet titled the “Official Radio Trade- 
In Guide.” This first issue, available to 
members for fifty cents and non-members 
for $10.00, is designed to provide dealers 








+ The Short And The Long Of It. 
The “smaller” fellow in the accom- 


panying photograph, Frank J. 
Airey, is 5 ft. 10 in. The Gargan- 
tuan figure, Liu, 48 years of age, 
a married man with wife and two 
children, is 8 ft. 6 in. As is often 
said, California is a place of con- 
trast and this seems like good 
proof, Liu, formerly bodyguard to 
the Emperor, then to the first pres- 
ident of China, came to the United 
States as a giant in a stage play 
—a part he was unquestionably 
qualified for. Mr. Airey is the 
Curtis Lighting representative in 
Los Angeles and environs. 


with a basis for deciding on the values 
of trade-ins. 

Of pocket size, the 37-page planograph 
booklet contains suggested price allow- 
ances on the models produced by some 
100 manufacturers during the years from 
1930 to 1934. 


NEMA To Hold Mid-Winter 
Meeting, Feb. 14-19 


Some 125 meetings, including the ses- 
sions of special and standing committees, 
have been arranged for the mid-Winter 
meeting of NEMA, which will be held 
from February 14-19, at the Waldorf- 
Astoria Hotel, New York City, In view 
of the optimistic feeling of the industry 
at the present time, a large attendance 
is anticipated. 

The meeting will reach its climax on 
Thursday evening, February 18, when 
the annual dinner will be held in the 
grand ballroom. Several speakers of 
national repute will address the gather- 
ing. 

On the previous evening, the wire and 
cable division will hold its annual mid- 
Winter dinner. A business meeting of 
the division will precede the dinner. E. 
H. Hammond, chairman of the division 
is in charge of the arrangements. 


More Cities Organize Bureaus 
For Kitchen Modernization 


Kitchen Modernizing Bureau are now 
established and in active operation in 
52 cities from New England to the Pa- 
cific Coast, the National Kitchen Mod- 
ernizing Bureau announces. First steps 
toward the definite establishment of new 
bureaus have been taken in 27 other 
cities, while in a large number of addi- 
tional communities kitchen modernizing 
programs are being carried on without 
the organization of formal bureaus. 

Since the early part of the year, 131 
cities have been visited by field repre- 
sentatives of the Bureau. Three field 
men now divide this activity between 
them, but the Bureau’s executive com- 
mittee has recommended that the num- 
ber be increased in the near future. 


Air Conditioning Exposition 
Set For March 


The National Oil Burner and Air 
Conditioning Exposition and Conven- 
tion will be held March 15-19 at Con- 
vention ;Hall of the Commercial 
Museum, Philadelphia. 

Among the exhibitors expected to 
participate are manufacturers of 
domestic, commercial and _ industrial 
oil burners, distillate burners and air 
conditioning equipment for heating, 
cooking and power purposes. Numer- 
ous operating exhibits are expected to 
be included. Large oil companies will 
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show several kinds of fuel oil which 
they furnish for particular domestic 
and industrial uses. Accessory groups 
including manufacturers of numerous 
automatic controls, boilers, pumps, 
tanks, gauges and other essentials will 
show the latest results of their research 
engineering and manu facturing 
progress. 


NEMA Announces Objectives of 
Adequate Wiring Program 


The basic framework of a national 
plan to promote adequate wiring in- 
stallations in residences was success- 
fully developed at the first meeting of 
NEMA’s Adequate Wiring Promotion 
Committee in New York on December 
14. 

The program will have three objec- 
tives: (1) Arousing the interest of the 
public in the comfort, convenience, 
economy and safety of adequate wiring 
installation in homes. (2) Developing 
a simple and practical plan for local 
operation. (3) Enlisting the active in- 
terest and support of the several hun- 
dred thousand individuals employed in 
various branches of the industry. 

With agreement on the fundamentals 
of the program, consideration was then 
given to such important matters as a 
slogan for the industry, a name for the 
plan and an emblem to be used in con- 
nection with various items of a pro- 
motional nature. 

It was understood that the national 
program will have available the resi- 
dential wiring specification developed in 
the Joint Industry Committee’s Hand- 
book of Interior Wiring Design. The 
plan may also provide that homes wired 
in accordance with this specification— 
and possibly one or two modifications 
of it which may be needed for lower 
priced homes—will receive a certificate 
through the local electrical league or 
local industry group cooperating in the 
program. 

Other matters considered by the com- 
mittee were slogans, emblems, financing 
and a plan to enlist the cooperation of 
associations representing other indus- 
tries and governmental agencies having 
an interest in home building. 

George C. Thomas, Jr., is chairman, 
and other members are D. H. Murphy, 
Wiremold Co.; C. L. Nicholson, Pass & 
Seymour; F. A. Parnell, General Elec- 
tric Co.; H. E. Seim, Bryant Electric 
Co., and J. A. Smith, Anaconda Wire 
and Cable Co. 

Ex-officio members are: H. J. 
Mauger, Edison General Electric Ap- 
pliance Co.; R. W. Staud, Benjamin 
Electric Mfg. Co.; C. E. Swartzbaugh, 
Swartzbaugh Mfg. Co., and F. U. Web- 
ster, Cutler-Hammer, Inc. 

The committee realizes that NEMA 
alone cannot do the full job and re- 
quests the cooperation of all other 
branches of the industry in developing 
and carrying through a constructive 
program. 





Cooperative Effort brought some 600 dealers, contractors and industrial 
engineers to Kalamazoo, for the second annual 2-day trade show of the 
L. R. Klose Electric Co., sponsored by 21 manufacturers under the direction 


of Mrs. L. S. Klose. 


Those participating included: Top row: Mr. Davison, 


Ohio Carbon Co.; John Hopkins, Geo. Richards Co.; A. R. Johnson and 
E. A. Clark, Cutler-Hammer; Frank Mason, U. S. Electrical Motors; L. J. 


Dornbos, Line Material Co.; A. 


A. Grawley, BuSsman; E. H. Seglem, 


Bulldog Electric Products; L. C. Reicher, National Electric Products and 


L. V. Maxson, Crouse-Hinds. 


2nd From Top: Ralph Andrews, Sangamo; Blair H. Chamberlain, Cutler- 


Hammer; R. S. Schoff, G. E. Lamps; C 


H. Huntoon, Norma-Hoffman 


Bearings; Frank E. Claycomb and A. S. McCloy, Anaconda; J. D. Ben- 
field, Thomas & Betts; W. E. Fownes, Youngstown Sheet & Tube Co., 


V. C. Cantin, and W. Stacey, Bryant, and A. B. McChesney, Abolite. 


3rd 


From Top: L. R. Klose, Jr., E. D. Spooner, Marion Brink, Mrs. L. S. 
Klose, President, J. H. McGlinsey, E. F. Rhod, B. A. Gordon, ail of L. R. 


Klose Electric. 


George Martin, Jefferson Electric, Bottom Row: Glenn FE 


Freeman, E. E. Jacobus, Terry Elliott, Wm. McGlinsey, Albert McGlin- 
esy, Don P. Thurow and A. Noteboon, all of the L. R. Klose Electric Co. 





Illinois Retailers Attack 
“Wholesale” Buying 


With representation in all major 
market centers of the state, the Illinois 
Federation of Retail Associations has 
formed a united front to combat con- 
sumer cooperatives, also buying by in- 
dustrial employees at wholesale prices. 
Part of the Federation’s drive is car- 
ried on through legislative efforts, also 
the group uses letters to carry its story 
to industrial executives throughout the 
state. 








Resting Up after a hard day’s 
work, or maybe they haven’t started 


yet. J. Walter Becker, president, 
Ideal Commutator Dressor Co., re- 
clines in a chair while his New 
York district manager, Fred J. 
Dreyfuss, falls into the arms of 
Morpheus. At the moment these 
gentlemen were off Barnegat Bay 
near Forks River, N. J. 
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Early this summer a letter was sent 
to 500 Illinois industrialists bringing 
to their attention the retailers’ problem 
of dealing with this unfair competition. 
Many favorable replies were received, 
but all was not “rosy” for several in- 
dustrial leaders frankly stated they did 
not intend to interfere with the practise 
in their plants. 

In June, a “flyer” titled “A Study of 
Wholesale Selling,” was mailed to all 
members of the local Association of 
Commerce, followed by another letter 
in November. 

George W. Rockwood, executive sec- 
retary of the Illinois Radio & Electrical 
Dealers Association, has for some time 
been making effective efforts to correct 
the prevalent trade evil of buying ap- 
pliances at “wholesale.” 

Another of his approaches to this 
problem is to contact appliance manu- 
facturers and point out to them that it 
is a detriment to the entire industry 
to sell to those wholesalers or retailers 
who make no effort to maintain prices 
on standard lines. 

This electrical group is now com- 
posed of 215 dealers in Chicago and 
suburbs. Once a week each member 
receives a bulletin from headquarters, 
informing him of general experiences 
that have transpired the previous week. 
The group hires “shoppers” to make 
purchases from local wholesalers and 
dealers. Secured through Chicago’s 
“Better Business Bureau,” these shop- 
pers fill out a report concerning each 
call, and their reports are available to 
the membership. 
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The greatest plan ever offered 
for selling the services of electrical 


wholesalers. 


Now — for the first time —the reasons why 
“IT PAYS TO BUY FROM 
ELECTRICAL WHOLESALERS” 


Dramatically presented im a series of more than 


20 COLORED CHARTS 


Setting forth briefly and graphically the value of the 
wholesaler’s services to every electrical contractor, 
industrial plant, and utility. 








PTOU GET NEW BUSINESS 














These Charts Will Show: 


How, by buying from local electrical 
wholesalers, the user of electrical sup- 
plies can effect substantial savings, be- 
cause he: 

e Simplifies his purchasing. 


© Reduces the “hidden costs” 
of stock carrying. 


e Secures prompt adjustment 
of any complaints. 


© Obtains a double guarantee 
—the wholesaler’s plus the 
manufacturer's. 


e Gains many other advant- 
ages. 


They Will Prove: 


That “It Pays to Buy from the Elec- 
trical Wholesaler,” through a series of 
case studies showing actual savings ob- 
tained by typical industrials, contractors 
and utilities when they buy from local 
wholesalers. 


They Will Tell: 


How electrical wholesalers reduce dis- 
tribution costs for electrical manufac- 
turers. 


Where electrical wholesalers are located. 


What products they handle. 


They Will Provide: 

Convincing evidence that “It Pays to 
Buy from the Electrical Wholesaler’’ in 
the form of statements from prominent 

- industrials, contractors and utilities set- 
ting forth their reasons for purchasing 
from electrical wholesalers rather than 
direct from manufacturers. 


They Will Visualize: 
By a series of case examples, the extent 
to which the sales activities of electrical 


wholesalers actually add new load to 
the lines of the utility companies. 


They Will Be Followed: 


By a geographical directory of electrical 
wholesalers. 





How this set of valuable color 
charts can help every wholesaler 
sell his services: 


It can be used by salesmen to build new accounts by showing 
prospective customers authoritative and conclusive proof that 
it pays to buy from an electrical wholesaler. 

Extra copies can be used as a mailing piece, accompanied by 
a letter or folder tying in the local wholesaler. 

The March issue will direct the thinking of salesmen, execu- 
tives and the entire organization of every wholesaling house 
along the one channel that it pays to buy from an electrical 
wholesaler, thereby increasing selling efficiency. 

This issue will be mailed to industrial plants, electrical 
contractors and utilities throughout the country, in addition to 
the usual distribution to electrical wholesalers and their 
salesmen. 

Be sure to take full advantage of this outstanding editorial 
service. To assure maximum results, order extra copies of this 
important issue mow for distribution to prospective customers in 
your territory. Orders must be received before publication, as 
the press run will be limited. Make sure of your supply. Fill 
out and mail this coupon now! 


| want to be sure of maximum returns from the March issue of 





ELECTRICAL WHOLESALING. As orders must be in before 
publication, you can put me down for ...... copies for dis- 
tribution to my customers and prospects. 








Pre-publication rates for March 
ELECTRICAL WHOLESALING 







Rates for quantities over 500 
on application. 











News from the Field 





Kiefer Supply Holds Annual 
Show And Exhibit 


Kiefer Electrical Supply Co., Peoria, 
Ill., held their annual electrical show and 
exhibit recently with some 40 manufac- 
turers attending. The outstanding fea- 
ture of the exhibit was a large quantity 
of 1000 watt high-bay industrial units 
mounted on the ceiling. It was necessary 
to install a special transformer to take 
care of these units. They attracted con- 
siderable attention and the intensity of 
the lighting evoked a great deal of favor- 
able comment. 

The attendance was almost double that 
of any previous exhibit. Several exhibits, 
which were constructed at the show, 
were transferred to New York City for 
the industrial engineering display. 


Munger Joins Capitol Electric 


Frank T. Munger has joined the 
Capitol Electric Supply Co., Lansing, 
Mich., as sales manager. Mr. Munger 
is well known to the electrical trade 
of that state through his previous 
affiliations with manufacturers. Before 
joining the Capitol organization, Mr. 
Munger travelled out of the Detroit 
office of the Curtis Lighting Co. 


Marshall Adams Enters 
Publishing Field . 


Marshall Adams, one-time sales pro- 
motion manager of the Westinghouse 
Electric Supply Co., has resigned from 
a similar position with the American 
Radiator Co. to become director of a 
“better standards in building program” 
for Good Housekeeping and Pictorial 
Review. 

= 


Westinghouse Supply Moves 
Newark Office 


Westinghouse Electric Supply Co. has 
moved its Newark headquarters to 49 
Liberty St. The new home is a four- 
story brick building with 36,000 sq.ft. of 
floor space. 

» 


Associated Electric To 
Handle Crosley Line 


Associated Wholesale Electric Co., 
1111 Santee St., Los Angeles, Calif., an- 
nounces its appointment as exclusive dis- 
tributor for southern California by the 
Crosley Radio Corp. for refrigerators, 
radios and washing machines. According 
to C. D. Russell, general manager, the 
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firm has also been appointed exclusive 
distributor for southern California on 
Magic-Aire cleaners These lines round 
out this distributor’s merchandising lines 
which include Sunbeam electric appli- 
ances and Marian electric ranges. 


Phil Leff Heads Appliance 
Sales At Leff Electric 


Phil Leff has become associated with 
his father, Harry Leff, in the H. Leff 
Electric Co., Cleveland. He has been 
made manager of the appliance de- 
partment. 

The new manager has plans under 
way for an extensive appliance depart- 
ment. As one of his initial moves, he 
has just completed arrangements for 
the distributorship on Fada radios in 
Cleveland and 13 Ohio counties. 


Crandall Supply Elects 


At a recent meeting, the following 
men were named as executives of the 
Crandall Electric & Supply Co., Jack- 
son, Mich. A. P. Jensen, president, 
R. B. Craig, vice-president and sales 
manager, and Burr M. Peek, secretary- 
treasurer. 

This firm has discontinued its con- 








site 


+ Getting Used To A New Home. 
L. M. Johnson, branch manager of 
the Westinghouse Eelectric Supply 
Co., Binghamton, N. Y., pauses a 
moment in his job of getting things 
running smoothly in the company’s 
new quarters on Chenango St. Mr. 
Johnson has a personal tie with the 
new building for it was formerly a 
cigar factory with which his father 
and his grandfather were both as- 
sociated. In fact one of the com- 
pany’s nationally known brands 
featured his grandfather’s picture 
and bore his familiar title of The 
Colonel. The employees. dis- 
covered one of the old box papers 
wiht the Colonel’s picture, had it 
framed and hung it on the wall of 
Mr. Johnson’s office. 





tracting and retailing activities, to 
devote its entire efforts to the whole- 
saling of electrical supplies and fixtures. 


Westinghouse Supply Office 
In St. Louis Is Moved 


The St. Louis office of the Westing- 
house Electric Supply Co. has been 
moved to new quarters at 1011 Spruce 
St. It was formerly located at 320 S. 
Broadway. 

@ 


Stewart-Warner Appoints 
Four Distributors 


Four firms have recently been added 
to the list of distributors of Stewart- 
Warner refrigerators. They are: R. W. 
Norris & Son, Baltimore; Mills & 
Lupton Supply ‘Co., Chattanooga; Ale- 
mite Co., Nashville, Tenn.; and the 
Max Barnett Furniture Co. New 
Orleans. 

* 


A Bit of Earthquake History 


Although there may be other rivals 
for the dubious honor, G. H. Morenus, 
owner of the Cortland (N. Y.) Whole- 
sale Electrical Supply Co., believes that 
he is the only Eastern electrical whole- 
saler to ever suffer any appreciable loss 
by earthquake. Although the quake 
that rocked the East occurred about a 
year ago, the story of Mr. Morenus’ 
difficulties has just come to light. 

The warehouse is on filled land and 
when the shock came early in the morn- 
ing, the building developed quite a 
sway. The conduit is stored in one end 
of the structure. It stood at an angle 
against a long piece of 2} in. steel 
pipe which was suspended from the 
ceiling beams. The sway became so 
pronounced that the conduit joined in 
the rhythm. The pressure finally be- 
came too great, the supporting pipe 
bent and the whole load of conduit was 
hurled against the side of the building. 
It took the side out with it and smashed 
a supply of glass reflectors in the 
bargain. 

Mr. Morenus’ first inkling of the 
affair came the next morning when he 
arrived at the warehouse and found the 
area crowded with parked cars. He had 
just arrived at the conclusion that there 
had been a motor accident when some- 
one inquired of him as to who owned 
the building. His answer brought forth 
the startling news that the North wall 
was no more. 

Overnight the warehouse had become 
a famous sight. But fame is usually 
expensive and this was no exception. 
It cost Mr. Morenus over $600 to re- 
pair the damage. To make the matter 
worse (or better, according to the point 
of view), it spoiled one of the most 
profitable months in the history of the 
company. 
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Swayze Heads Graybar List 


Frank H. Swayze, wiring supply sales 
manager of the Graybar Electric Co., 
completed his 35th year of consecutive 
service with that company iast month. 

Mr. Swayze started his career in 1901 
in the auditing department of the 
American Telephone and Telegraph Co. 

& 





Frank H. Swayze 


In 1904 he was transferred to the pur- 
chasing department in the Western elec- 
tric Co. He became line material special- 
ist in the New York district in 1919. In 
1923 he was transferred to the general 
department as line material sales man- 
ager, holding this position until April 
1935 when he was appointed wiring sup- 
ply sales manager. 

Other Graybar employees who re- 
ceived service awards during December 
included: William Aasgard, assistant 
service manager at Minneapolis, who 
completed his 25th year of service; 
James P. Anderson, country salesman 
at San Francisco, and Lilian Smith, or- 
der writer at Chicago, both with 25- 
year records; and Alma Wuschkan, price 
clerk in the telephone department at gen- 
eral headquarters, who completed her 
20th year. 





H. BENJAMIN SMITH, senior sales- 
man, has been appointed New England 
sales manager of the Colt’s Patent Fire 
Arms Mfg. Co., with offices at Boston, 
succeeding the late Daniel Fitts. 


JeRoME GRANNIs of the General Elec- 
tric Company’s merchandising division, 
Boston, has been appointed manager of 
the G. E. home laundry equipment di- 
vision with headquarters at 378 Stuart 
Street, Boston. He succeeds E. L. 
FARQUHARSON, who has become sales 
manager of the home laundry equipment 
division for Landers, Frary & Clark, 
with headquarters at New Britain, Conn. 


Joun Davin SWEENEY, JR., a member 
of the force of the Royal Eastern Elec- 
trical Supply Co., New York City, was 
the first person to be enrolled for a Fed- 
eral old age pension. His application for 
an account number was on top of a pile 
of the forms tabulated at the Social 
Security Board offices at Baltimore. Mr. 


Sweeney is a son of the president of the 


Royal Eastern Co. 


Harry M. Swartz has been named as 
office manager for the Anchor Lite Ap- 
pliance Co., Pittsburgh, Pa., wholesale 
distributors of Crosley products. J. M. 
KENNEDY has been made manager of the 
parts and service department of the com- 
pany. 


WiLuiaM “Bit” HorrMANn of Frank 
C. Teal Co., Detroit, recently rated a 
promotion. He’s no longer handling 
stock records, but is now on the sales 
force handling supplies. His former 
job has been taken by J. DuntaP who 
has been promoted from the counter. 


Haro_p GRANT has joined the counter 
force of General Electric Supply Corp., 
Lansing, Mich. Caswell, Inc., of Detroit 
was Harold’s_ previous employer. 
VERNE MANOR is a newcomer in the 
stock room of the Lansing house. 


D. A. Ross and ELeanor Lamonp 
have joined the staff of Michigan Brass 
& Electric Co., Lansing, Mich. Mr. Ross 
is at the counter and Miss Lamond is 
secretary to the president, Mr. C. L. 
Smith. 








+W. E. Chown, of the Chown 
Supply Co., Portland, Ore., had the 
nerve to start an electrical whole- 
saling business at the very bottom 
of the depression, in 1932. His son, 
R. M. Chown, is in with him. They 
survived, took root and began to 
grow. Recently they moved into a 
new place at 65 S.W. Second Ave., 
where they have a compact but 
well stocked store, in which are to 
be found a good number of the 
old established lines of wiring de- 
vices and supplies as well as radio 
parts. 


January 1937— ELECTRICAL WHOLESALING 





+ In A New Showroom, finished in 


modern style, Joseph Milhender, 
president of the Milhender-Afes 
Electrical Co., Boston, stops for a 
moment while the camera clicks. 
Mr. Milhender is justly proud of 
this remodeled room on the second 
floor of the warehouse. It houses 
lamps and cleaners. 





Obituary 





George A. McKinlock 


George A. McKinlock, who organized 
and directed the Central Electric Co., 
Chicago, died at the age of 78 at his 
winter home, Palm Beach, Fla. Mr. 
McKinlock had been associated with 
the American District Telegraph Corp. 
before forming his own company, 
which he headed until twelve years ago, 
when he sold out to the General Elec- 
tric Co. 


J. M. Lorenz 


J. M. Lorenz, vice-president and di- 
rector of sales of the Ralco Mfg. Co., 
Chicago, died December 13 after a 
short illness. 

Mr. Lorenz was born in 1865 and 
graduated from the Northwestern Ohio 
Normal School in 1883. He was a 
salesman for the Western Publishing 
House and the Central School Supply 
House until 1892, when he entered 
the service of the Chicago Telephone 
Co. Here he was later advanced to 
chief clerk and store-keeper. 

In 1901, Mr. Lorenz became sales- 
man for the Central Electric Co. of 
Chicago, and in June, 1925, was made 
manager of that company, retaining 
this position after it was taken over by 
the Central States General Electric 
Supply Co. Mr. Lorenz joined the 
Ralco Mfg. Co. in March, 1927. 
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Manufacturers’ News 





Jockers Leaves Wesco, Joins 
Diehl As Assistant Sales Manager 


William J. Jockers has been appointed 
assistant sales manager of the Diehl 
Mig. Co., electrical division in the 





William J. Jockers 


Singer Mfg. Co., with headquarters 
at the factory, Elizabethport, New Jer- 
sey. Mr. Jockers is widely known in 
the manufacturing and jobbing divisions 
of the electrical industry, having been 
affiliated for more than 26 years with the 
Westinghouse Electric & Mfg. Co., and 
the Westinghouse Electric Supply Co. 
In the manufacturing organization he 
served in the capacity of managér of the 
fan motor division, and later as special- 
ist on control and motor sales in the 
Eastern District. In the supply organ- 
ization his position was that of district 
manager, first in the Northwestern dis- 
trict with headquarters at St. Paul, 
Minnesota, then in the Central district 
with headquarters at Detroit, Michi- 
gan and finally in the Eastern district 
with headquarters at New York City. 


Edwards to Build Factory 


Edwards & Co., New York, makers of 
electric signaling and alarm apparatus 
since 1872, have acquired a site for a 
factory with 80,000 sq. ft. of floor area 
which will soon be built at Norwalk, 
Conn., on the Boston Post Road. The 
company employs 250 persons, and has 
a Canadian subsidiary. 


. 
General Electric Transfers Hale 
To San Francisco Office 


H. W. Hale, automotive products 
field representative of General Electric’s 
appliance and merchandise department, 
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Bridgeport, has been transferred from 
Boston to the San Francisco office, 
where he will be in charge of sales and 
service of automotive products. Hale 
was formerly associated with the Pet- 
tingill-Andrews Co. of Boston, and 
joined the automotive sales department 
of General Electric in 1929, 


Safecote Patent Case May Reach 
U. S. Supreme Court 


In November the U. S. Circuit Court 
of Appeals, Second Circuit, declared 
invalid the Frederickson patent on 
“Safecote” rubber covered wire owned 
by the National Electric Products Co., 
and dismissed the complaint against the 
Circle Wire and Cable Corp. 

The action was originally tried in the 
U. S. District Court, Eastern District 
of New York, who upheld the Freder- 
ickson patent and declared the defend- 
ant was infringing. The recent de- 
cision of the Court of Appeals re- 
versed the District Court’s opinion. 

The owners of ‘the Safecote patents, 
however, state that they intend to ask 
the U. S. Supreme Court to review this 
decision of the Court of Appeals. It is 
reported that suit has been started in 
another district for infringement of 
Frederickson patent, No. 1,635,829. 

The owners of the Safecote patents 
state that they intend to use every legal 
means at their disposal to establish the 
validity of those patents. 


Anaconda Enlarging Plants 


Foundations for a new addition to the 
branch plant at Muskegon, Mich., are 
under construction by the Anaconda 
Wire & Cable Co. It will be one story 
high and is estimated to cost close to 
$50,000 including equipment. 


Kolton Electric Mfg. Moves 


The Kolton Electric Mfg. Co., 
manufacturers of switchboards, panel- 
boards and fuse boxes, has moved its 
offices and plants to larger quarters at 
123 New Jersey R.R. Ave., Newark. 


W. Jj. Cottrell Leaves 
Allied Industries 


According to an announcement by 
Will H. Davie, president of Allied In- 
dustries, Inc., Los. Angeles, W. J. 
Cottrell is no longer with the organiza- 





tion and the Portland office will be 
operated in conjunction with the Seattle 
branch under E. A. Will. He will be 
placed in charge of the entire North- 
west territory. Mr. Will’s headquarters 
will remain at Seattle. There will be 
no change in the method of handling 
Portland detail. 


e 
Mackie Heads Publicity 
For Curtis Lighting 


Duncan B. Mackie has been ap- 
pointed sales promotion manager of 





Duncan B. Mackie 


Curtis Lighting, Inc., Chicago. Mr. 
Mackie was formerly an advertising 
executive of the Benjamin Electrical 
Mfg. Co., and later advertising man- 
ager for Schweitzer & Conrad, Inc. 


Crown Stove Works Enters 
Electric Range Field 


The Crown Stove Works, Chicago, 
Il., manufacturers of coal and gas stoves 
for 50 years, have developed a new 
“Crown Electric Range” line known as 
the model No. 100 series which will have 
four prominent models starting with a 
leader, the “Eastwood.” 

The entire line is designed along tried 
and proven principles of electrical cook- 
ery by a newly created division under 
the supervision of W. H. Sickinger, a 
veteran in the electric range field. He 
has had 15 years of electric cooking ex- 
perience. 

* 


Padgett Gets New G. E. Post 


Appointment of R. C. Padgett, as 
range sales specialist to the range divi- 
sion staff of the Appliance & Merchan- 
dise Dept., General Electric Co., has been 
announced by J. R. Poteat, division 
manager, Cleveland. Padgett will contact 
the territories and promote range busi- 
ness, 
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WILL SOON BEAR THE | — 
REM LABEL WATCH | 
FOR ANNOUNCEMENTS| 


RLM 
STANDARD 
SPECIFICATIONS 
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TODAY, MORE IMPORTANT THAN EVER 
THE RLM LABEL 


New, higher RLM Standards are your assurance of even greater 


efficiency and increased quality in RLM DOME REFLECTORS. 


Important, as are these new higher standards, they simply 
make stronger than ever the reasons for insisting upon 
Reflectors with the RLM Label, when specifying or pur- 
chasing industrial lighting equipment. Basically the RLM 
Label stands for these essentials of efficient lighting: 


I BALANCED LIGHTING FOR INDUSTRY. 


The quantity of light output delivered by a reflector does not alone determine its 
efficiency. It is equally important that this light be evenly distributed and diffused. 
There is no economy in securing maximum light output at the expense of well 
diffused lighting which contributes so important a part in the workman’s efficiency. 


2 QUALITY PORCELAIN ENAMELED 
REFLECTING SURFACE. 
Balanced Industrial Lighting is best produced through the medium of a porcelain 
enameled reflecting surface. In addition to providing the ideal reflecting surface, 
porcelain enamel is the most durable of reflecting materials. Result: Lower main- 
tenance and replacement costs. 





3 WARRANTY OF UNIFORMITY. 


The RLM Label is the buyer’s assurance that every reflector so labeled meets the 
RLM standard specifications and is of uniform quality. A rigid inspection and 


testing system conducted by an independent testing laboratory insures constant } +\0N 29 


conformance to RLM Standards by members of the Institute. 












For further information about RLM Reflectors, you are 
invited to communicate with any of the members of the 


RLM STANDARDS INSTITUTE, Incorporated. 


ABOLITE REFLECTOR COMPANY OVERBAGH AND AYRES MFG. CO. c got wy ne® ene 
West Lafayetie, Ohio Chicago, Illinois b A on? et *o y ¢ < 
BENJAMIN ELECTRIC MFG. CO. QUADRANGLE MFG. COMPANY aH 08 wt : pat seo .° 
Des Plaines, Illinois Chicago, Illinois xe ® wn oo atm “tor? we 
GOODRICHELECTRICCoMPANY WESTINGHOUSE EEEC ERIC AND gost’ uns were et 
Chicago, Illinois Cleveland, Ohio ot ve qa ant pu? wy 
THE MILLER COMPANY WHEELER REFLECTOR CO. yris® oe or ow” et na? 
eriden, Connecticut Boston, Massachusetts pet is? y 


HUM sTANDARDS INSTITUTE 


INCORPORATE 





THE CERTIFICATE OF UNIFORM QUALITY 
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Open For Business. This in- 
terested group of linemen are in- 
specting the display of electrical 
connectors which features’ the 
traveling showroom of the Burndy 
Engineering Co. The connectors 
are mounted on large panels which 
glide out of the rear of the truck 
for close inspection. The display 
truck has covered over 13,000 miles 
in nine months of service. Eric 
De Marsh is the pilot. 





Japanese Firm To Make 
Lamps In Canada 


A $250,000 plant for the manufacture 
of electric light bulbs is planned in Van- 
couver by the Fuso Electrical Mfg. Co., 
of Tokyo, Japan, according to Hayashi 
Isobe, general manager, who was re- 
cently in Vancouver looking over sites 
for the proposed plant. It is expected 
that construction will start next spring. 

The plant, said Mr. Isobe, will be 
financed by Canadian and Japanese cap- 
ital in about equal proportions, and will 
have a capacity of approximately 20,000 
lamps a day. Canadian workers will be 
employed. 

More than 50 per cent of the parts 
will be manufactured in Vancouver, the 
balance to be brought from Japan and 
assembled at the plant. Special automatic 
machines are to be imported. The prod- 
uct of the Vancouver plant will be for 
distribution and sale in Canada. 


Hair Growers Are Selling 


50 Crosley Xervacs, the hair-growing 
machines invented by Dr. Andre A. 
Cueto of Cincinnati, have been sold to 
barber and beauty shops in the city of 
Houston by Reader’s Wholesale Dis- 
tributors, local Crosley distributor. 


Rebensburg Leaves Bridgeport 
Goes With Edison Appliance 


Adolph Rebensburg, formerly with 
the commercial research division of the 
General Electric Co. Bridgeport, 
Conn., has been appointed head of the 
market research division of the Edison 
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G. E. Appliance Co., Chicago, accord- 
ing to an announcement by R. W. 
Turnbull, vice-president and general 
sales manager. 


Richards & Co. To Handle 
Stee!duct Products 


George Richards & Co., 557 W. Mon- 
roe St., Chicago, manufacturers’ agents, 
have just been appointed sales agents for 
the Steelduct Co., Youngstown, O., in 
the States of Illinois, Indiana, and Wis- 
consin. They will carry complete stocks 
in their Chicago warehouse. 


Norris To Represent 
Clarostat In West 


The appointment of George D. Norris 
of Seattle, Wash., as sales representa- 
tive for Washington, Oregon, Idaho, 
Montana, Northern Utah and Southern 
British Columbia, is announced by 
Clarostat Mfg. Co., Inc., Brooklyn, 
N. Y. Mr. Norris will contact the 
jobbing trade in those territories, as 
well as the few manufacturers. 


G. E. Announces Price Reductions 
Affecting Three-Lite Lamps 


A substantial reduction in the list 
price of two popular types of “three- 
lite” lamps, effective January 1, has 
been announced by the Incandescent 
Lamp Department of the General Elec- 
tric Co. The 100-200-300 watt Mazda 
“three-lite” lamp will be reduced from 
80 to 65 cents; the 50-100-150 watt 
size from 60 to 50 cents. This latest 
reduction in prices has been made pos- 
sible, Nela Park officials explained, 
because of the popularity of IES 
Better Sight lamps designed to employ 
these “three-lites.” 





In addition, on February 1, General 
Electric will place on the market a 
new 300-watt Mazda lamp with a regu- 
lar medium screw base, listing at 60 
cents. It is designed for use in stores 
and offices to increase the illumination 
from many indirect and semi-indirect 
fixtures now using 200-watt lamps. It is 
believed that this new lamp will even- 
tually replace the present standard 
medium skirted 300-watt lamp and the 
200-watt type. 


Edison Appliance Announces 
High-Speed Range Unit 


A new hi-speed Calrod unit, hailed 
by engineers as the most important 
contribution to the advancement of 
electric cookery since the introduction, 
in 1929, of the original Calrod unit, 
has just been announced by the Edison 
General Electric Appliance Co., of 
Chicago. 

The principal difference between the 
new unit and the Calrod unit which it 
replaces is the flattened surface of the 
coils in the new unit, which gives a 
more solid appearance to the unit as a 
whole and, of even greater importance, 
increases efficiency by approximately 10 
per cent. The new coils are flat on the 
upper surface, retaining their round 
shape on the lower side. 


Kelvinator Names Wright 
For Field Sales Post 


Appointment of Gordon Wright as 
national direct sales field representa- 
tive for Kelvinator’s Southwestern ter- 
ritory has just been announced by 
Edward R. Legg, manager of national 
direct sales. Mr. Wright will contact 
national users in the states of Texas, 
Oklahoma, Kansas, Louisiana, Arkan- 
sas and part of Missouri. Headquar- 
ters will be in Dallas, Texas. 








+ Teaming Up For The Wholesaler. S. A. Martin, merchandising man- 
ager and H. E. Clapham, advertising manager, of Automatic Electric Sales 
Co., Chicago, were caught in a huddle by our staff photographer a few 
weeks ago. The discussion, we suspect, had to do with the follow through, 
by Automatic distributors, on holiday sales of Serv-U-Fones. 
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On Your Appliances 


INCREASE THEIR 


SALES APPEAL 


PPLIANCE selling is more than just attrac- 

tively displaying your products and setting 
an acceptable price. Housewives and home owners 
have found that value isn’t simply a matter of 
price—value is what they get for their money. As a 
result, you must prove that your appliances will give 
economical and dependable service before these 
prospects will buy. 


G-E motors on the appliances you sell will help 
you convince customers that your appliances are 
of high quality —that they are worth the price 
asked. Ever since there has been an appliance 
industry, General Electric’s high standards of 
quality have been known and recognized every- 
where. This reputation will add to the prestige and 
sales appeal of your appliances—will make your 
selling job easier. 


If the appliances you sell are equip- 
ped with G-E motors, be sure to call 
this fact to the attention of your 
prospects—it will help you sell. Gen- | 
eral Electric Company, Dept. 6B-201, 
Schenectady, New York. , 


Let G-E Motors Help You Sell 


















WE ARENT SELLING } 
OUR QUOTA OF ; 
APPLIANCES. 










| HELP SMITH BROS. 
SELL APPLIANCES. / 
LET ME HELP ¢ 
YOU, TOO. 








orHAt in 1935 PEF SEE : 
“sumer used tone as much electricity | as 








070-148 


GENERAL @ ELECTRIC 
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A Section Deveted to Manufacturers’ Descriptions ef Their Preducts 





Electric Comforter 


Plugged into a household circuit, this 
electric comforter obviates the necessity 
for any other form of covering, yet 
automatically keeps the sleeper com- 
fortably warm regardless of any changes 
in the temperature of the room. Unlike 
ordinary heating pads, the comforter 
will give a gentle warmth over a large 
area, replacing the heat loss from the 
bed. It is not designed to give concen- 
trated heat at any given point. Composed 
of two thicknesses of a lightweight ma- 
terial. Beétween these two outside cov- 
erings, many feet of fine, flexible con- 
ducting wire have been sewn in a zig-zag 
pattern. Both ends of the wire are 
brought to a terminal at the end of the 
comforter. From this terminal a cord 
leads to a small control box which con- 
tains an adjusting mechanism, a thermo- 
stat, and a transformer. Once a user has 
set the rheostat on the control box at 
the desired place, the main thermostat will 
maintain that temperature. General Elec- 
tric Co., Schenectady, N. Y.—Electrical 
Wholesaling, January, 1937. 


Twin Waffle Iron 


Two full plate size waffles can be baked 
at one time with this twin waffle iron 
No. 590. Special combination cord set 
is so arranged that if desired, one iron can 
be used independently of the other. Oc- 
cupies only a little more space on the table 
than the ordinary size waffle iron. 6 in. 
cast aluminum grids have silver finish, 
thus guaranteeing the removal of the 
waffle without sticking. Semi-modernistic 
styling. Solid walnut handles and lustrous 
chrome finish. Each iron has_ special 





double reading heat indicator. Concealed 
fibre feet prevent the marring of the table. 
Lists at $7.50. Dominion Electrical Mfg. 
Co., 22 Elm St., Mansfield, O.—Electrical 
Wholesaling, January, 1937. 


54 


Whats NEW 





Five-Tube All-Wave Radio 


Incorporating automatic volume con- 
trol, tone control, and exclusive “Gem- 
loid” indirectly lighted dial, this five- 
tube superheterodyne receiver has bands 
for standard American broadcasts and 
all police, amateur and aeroplane sta- 
tions. Housed in a_ two-tone, hand- 
rubbed walnut cabinet. Operates on a.c. 
Lists at $17.95. Known as the “Miracle 





5”. Emerson Radio & Phonograph Corp., 
111 Eighth Ave, New York City— 
Electrical Wholesaling, January, 1937. 


Insulated Flashlight 


Built to stand rough treatment, this line 
of flashlights have cases that are non- 





Pliable rubber fittings on the 
head and end cap give water-tight assem- 
bly. Rubber parts of the cases cushion 


conductive. 


against breakage. Modified streamlining 
gives this new “Safety-Lite” a modern 
appearance. The heavy fibre barrel will 
not dent or tarnish. Gasproof and water- 
proof. Also available in two and three 
cell sizes packaged in attractive displays. 
Burgess Battery Co., Freeport, Ill—Elec- 
trical Wholesaling, January, 1937. 





. BENZA MIN 





Luminous-Top Reflector 


This “Silvered Lamp” diffuser is intend- 
ed for use with 300 and 500-watt bowl- 
silvered lamps in industrial interiors, 
where it is desired to provide diffused 
illumination with minimized direct and 
reflected glare. Opal glass section in the 
neck of the reflector permits approximate- 
ly 5 per cent of the light of the unit to 
reach ceiling to relieve contrasts. De- 
signed to provide wide-spread distribution 
of light. Overhanging reflector skirt 
shields upper portion of lamp bowl. Re- 
flector is diffusing surface porcelain 
enameled steel, white inside and out. Has 
closed bead construction which prevents 
corrosion. Opal glass cylinder surrounds 
skeleton neck, held in place by formed 
wire springs. Supplied with “Turnlox 
Hood” and rigid keyless mogul base lamp 
holder. 200-watt lamps can be used with 
this reflector by addition of mogul to 
medium base reducer. Benjamin Electric 
Mfg. Co. Des Plaines, I11—Electrical 
Wholesaling, January, 1937. 


Non-Automatic Iron 


Designated as the “Super Model R”, 
this non-automatic 6-pound iron incor- 
porates a Calrod heating unit, a heat 
indicator with fabric marked plate, but- 
ton nooks for ironing around button 
holes, and a heel stand. Finished in 
chromeplate and has a red, through-bolt 
handle. Equipped with a 6 ft. cord set 
with molded rubber attachment plug. 
Operates on 115 to 125 volts, a.c., and 
draws 575 watts. Lists at $3.95. General 





Electric Appliance & Merchandise Dept., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, January, 1937. 
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GOOD NEWS 


travels fast. Every year 
more Jobbers take advantage of the 
ever increasing demand for TRICO PRO- 

Ss DUCTS. Salesmen find them easier to sell because they 
SE are “different”—something to shout about—something that brings 
repeat business for their efforts and again in 1937 


THIS FAMOUS COMBINATION 


WILL BUILD 
VOLUME - CUSTOMERS - PRESTIGE - PROFIT 


TRICO FUSES 


These fuses are ‘“‘differ- 
ent.” They will not accom- 


modate “foreign” links. 
Therefore the vicious prac- 
tice of “interchanging” 
and “doubling up” fuse 
links stops and your cus- 





KLIPLOK CLAMPS 


These clamps are hot and profit- 


tomers automatically ob- 
tain safe tamper-proof 
service with a time lag that 
only a powder-packed can 








able sellers. Every fuse regard- 
less of make needs KLIPLOKS. 
Everybody wants them. Stops 
burnt clips and fuses, reduced 





premature blowings and waste 









give. 
TRICO FUSE MFG. CO., Milwaukee, Wis. 


In Canada— 
IRVING SMITH & CO., MONTREAL 


current due to excessive heating. 
Double your sales—ALWAYS 
SELL TRICO KLIPLOKS 
WITH FUSES. 


RENEWABLE FUSES 


4 WITH THE FAMOUS 
TAMPER-PROOF 


OPTO-MATIC FUSE POWDER-PACKED oO 
NE-TIME DRIP-DR 
PULLERS ELEMENTS FUSES OILERS S 


tile | 9 2 = Go el - Ga o 8 67-0 Mt i te 





COLORTOP 
FUSES OILERS 


KLIPLOK 
CLAMPS 
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Giant Radio 


With 37 tubes and six speakers, the 
largest of which is 18 in. in diameter, this 
giant radio is nearly 5 feet tall. Volume 
range has maximum output of 75 watts, 
but can be toned down to ordinary room 
requirements. Capable of reproducing from 
20 to 20,000 cycles audio frequency. Air- 
plane-type dial is 12 in. across. Known as 
the WLW Model. Weighs 475 pounds. 
Public-address system is also incorporated 
in the set. Crosley Radio Corp., Cincin- 
nati, Ohio.— Electrical Wholesaling, Jan- 
uary, 1937. 


Streamlined Washer 


New from top to bottom, this No. 82 
Vortex model streamlined washing ma- 
chine features a massive new wringer 
of cast iron construction with an im- 
proved automatic release, inside drain 
board, and balloon rolls. The exclusive 





incor- 


__hand 
porated with this wringer is designed 
to prevent accidents in addition to the 


mechanical safety feeder 


safety release mechanism. Clutchless 
wringer gear prevents many service prob- 
lems from arising. Wringer has 8 posi- 
tions. Lid of tub has handle depressed 
in the center to enhance appearance. Tub 
is full 23 in., holds 16 gallons of water 
to the water line. 4-vane “multiflush” 
agitator provides rapid washing action. 
Automobile type control with  one- 
quarter horsepower, permanently lubri- 
cated motor. Unit construction of chas- 
sis. Colors, light ivory tub with attrac- 
tive trim. Available with electric or 
gasoline power. Haag Bros. Co., Peoria, 
Ill_—Electrical Wholesaling, January, 
1937. 
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Service Entrance Switches 


Obtainable for single or banking in- 
stallations, with or without branch cir- 
cuits, this “3800” line of service entrance 
equipment safety switches are door op- 
erated. Opening the main door places 
switch in “off” position and fuses are 
dead. Eliminates danger in making main 
fuse renewals. Closing door places 
switch in “on” position. Cabinets are 
exceptionally small but with ample wir- 
ing space. The main porcelain switch 
and fuse block, with all wiring terminals 
on the face, is rigidly installed in cabinet 
and shielded by a _ bakelite lined steel 
dead front. Remove dead front and wiring 
terminals are conveniently located for 
easy, quick-wiring. Branch circuit fuse 
blocks are molded bakelite. Switches 
with circuits at bottom of cabinet have 
hinged door on main door for access 
to circuit fuses. Those with circuits at 





top of cabinet have.a separate hinged 
door for access to circuit fuses. Side wall 
arrangement simplifies continuous bank- 
ing. Remove side walls, and sides of 
cabinets will telescope. Finished in 
durable, hard baked, black enamel. 
Wadsworth Electric Mfg. Co., Covington, 
ee Wholesaling, January, 
1937. 


Cable Junction Boxes 


This line of ‘“Everdur” junction boxes 
eliminates the necessity for further con- 
cern about porosity, destruction by cor- 
rosion, immersion in acid and_ alkali 
surface waters, or damage resulting from 
accidental impact. In addition to the ad- 
vantages of tightness, corrosion resist- 
ance, and the ability to withstand shock, 
the welded “Everdur” type of box repre- 
sents an appreciable saving in weight 
and is conveniently easier to install ac- 
cording to the manufacturers. Made in 
a wide variety of sizes and shapes. Ana- 
conda Wire & Cable Co., 25 Broadway, 








“oy 


VEEYES 


New York City.—Electrical Wholesaling, 
January, 1937. 

















Portable Rubber Lamp Guard 


This “Shokpruf” insulated portable 
guard, has a rubber handle, and rubber 
socket combination providing safety, 
weatherproof and jarproof features. No 
metal exposed at any point. Heavy steel 
guard is covered ry in. with pure Latex 
live rubber. For 60 watt lamps. Special 
new process insures rubber adherance 
indefinitely. Handle of the finest grade of 
pure gum rubber is designed for all 
sizes of rubber portable cords up to and 
including 4 in. diameter. Point of wire 
entry in handle designed to grip wire for 
watertight closure. Best soft rubber 
weatherproof socket of pigtail variety 
with 6 in. leads. The three pieces are 
packed in carton ready for wiring and 
assembly. Frank W. Morse Co., 301 
Congress St., Boston, Mass.—Electrical 
Wholesaling, January, 1937. 


Stock Handling Carts 


This sturdy, easy-rolling stock cart 
was designed to speed-up order filling 





and to eliminate much of the time and 
trouble connected with stock-keeping and 
stock handling. Cart is 32 in. high, 30 
in. long and 16 in. wide. Suitable for use 
in the aisles between storage bins, there- 
by eliminating the many steps required 
to load larger and bulkier skids, that 
can be used only in the main aisles of 
the stockroom. Lists at $15.00, F. O. B. 
Aurora, Ill. Equipped with four large 
rubber-tired casters. Front casters are 
swivel, the rear casters stationary. The 
two shelves are 3 in. deep. Another 
shelf may be added if desired. Finished 
in green enamel. Lyon Metal Products, 
Inc., Aurora, Ill._—Electrical Wholesaling, 
January, 1937. 
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)uceease YOUR INDUSTRIAL 
LIGHTING VOLUME WITH THE 


ostoria flexible Localite 


@ Everywhere, the trend is to localized high 
intensity lighting. The superior engineering of 
the Fostoria Flexible Localite is greatly accelerat- 
ing this advance in industrial lighting practice. 
Electrical wholesalers are finding new, profitable 
volume easy to obtain by featuring the greater 
efficiency and economy of Fostoria installations. 


THE FOSTORIA SUPPORTING ARM 


Maximum flexibility is provided with 
sufficient rigidity to withstand the 
shocks and vibration of modern 
machine operation. Wear-proof ball 
and socket joints permit the light to 

be focused easily on working surfaces from any 
angle or direction and as quickly pushed back out 
ofthe way without need for tightening or loosening 
the joints. The loop in the cord is held in place with 
a metal ring which prevents kinking or breaking. 







FOOL-PROOF REFLECTOR ASSEMBLY 


Glareis elimi- 
nated because 
all directlight 
is fully shaded 
fromthe 
worker's eyes and focused with intensity at any 
point desired. The key socket is firmly clamped to 
the reflector assembly, thus eliminating a common 
source of short circuits. There is no possibility of 
the shade becoming detached from the socket or 
the cap pulling off the socket. 





These and many other Fostoria advantages create 
quick interest wherever better light and better 
sight are factors in production efficiency. They 
provide the means to substantially increase your 


industrial lighting volume. 





UNI-FOCAL HALF-SHADE BELL SHADE 
The latest development in local- White enamel reflector sur- White porcelain enamel 
ized lighting reflectors. Made of face. Takes up to 60 watt reflector surface. Takes up 
Alzak aluminum and scientifi- bulb. Recommended for to 60 watt bulb. Recom- 
cally designed to reflect light general use. mended for special purposes. 
rays in a converging beam of 
high intensity over a restricted 
cmon’ SEG vials door Sad Write for Complete Descriptive 
lens. Brochure 


THE FOSTORIA PRESSED STEEL CORP. 
FOSTORIA © * *© ¢© *© *¢ * OHIO 
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EXPLOSION PROTECTION 


with 


APPLETON 


Explosion - Proof Unilets 





“EVA” 
Explosion- Proof 
Lighting Fixture 

(100 and 200-Watt) 








MDS Series jo- 
sion-Proof Gries 





WHOLESALERS: 
Tell This to Your Customers 


Explosion protection is assured with 
Appleton Explosion-Proof Unilets. In 
any location where explosion gas or 
dust is present, Appleton Explosion- 
Proof Unilets protect lives and prop- 
erty by removing one cause of detona- 
tion. Their use also results in lower 
insurance rates. \ 


Made of malleable iron, their sturdi- 
ness gives thorough protection, and the 
Cadmium finish resists rust. 


Write today for Bulletin 1003. 
Sold Through Wholesalers 
APPLETON ELECTRIC COMPANY 


1734 Wellington Ave., Chicago, U. S. A. 


New York—76 Ninth Ave. Detroit—762i1 Woodward Ave. 
San Francisco—655 Minna St. St. Lowis—420 Frisco Building 
Los Angeles—340 Azusa St. Atlanta—540 Marietta St. N.W. 


APPLETON 


Explosion-Proof 
UNILETS 


Reg. U.S. Pat. Of. 
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Type “‘CPSIC”’ 
Unilet Complete with 
Lift Cover (Closed) 





Type ‘‘GRUSE”” 
Unilet 





Type “‘EFSC” Motor Con- 
trot Push Button Station 





Type “CEST” 
xplosion- 
Receptacte Equipment 
mplete with 
Type “CPH” Plug 








“Queen Mary” Appliances 


Patterned on the lines of the liner, this 
new line of electric appliances features five 
items. These are the toaster, grill, 6 and 
7 cup percolators, and waffle iron. Each 





item has the signal-control device, elimi- 
nating necessity of watching while utensil 
is being used. Robeson-Rochester Corp., 
Rochester, N. Y.—Electrical Wholesaling, 
January, 1937. 


Duplex Receptacles 


This line of bakelite duplex receptacles 
is made in three styles. All are rated 15 
amp., 125 volts, 10 amp., 250 volts. Stand- 
ard receptacle has usual twin-outlet. 
Second type in this line has separate cir- 
cuit terminals feeding each outlet, and the 
third type has separate terminals for two 
ungrounded feed conductors and a com- 
mon terminal for the grounded conductor. 





Other features are double-sided spring 
contacts, large-headed, long-shank binding 
screws, accommodating two No. 10 con- 
ductors, slot-finding boss, all-bakelite body 
and strong mounting yoke and wide 
mounting ears. Bryant Electric Co., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, January, 1937. 


Interference Suppressor 


Intended for use in series with each 
high tension lead of an oil burner’s 
ignition system, this interference sup- 
pressor is in an “Isolantite”’ insulated 
tube. With a resistance of 15,000 ohms, 
it damps transient radio frequency oscil- 
lations in the high tension circuit, effec- 
tively reducing radio interference. This 
action is similar to that of auto-radio 





spark plug interference suppressors. The 
body of the suppressor is 34 in. long and 
18 in. in diameter. Solderless cable ter- 
minal is provided at one end, and a uni- 
versal type threaded stud and double 
threaded brass insert in the suppressor 
permit convenient connection to prac- 
tically all standard ignition transformers. 
Known as Filternoys Suppressor OB15. 
Lists at $1.50. Two are required for 
most oil burners. Continental Carbon, 
Inc., 13900 Lorain Ave., Cleveland, Ohio. 
—Electrical Wholesaling, January, 1937. 
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Automatic Toaster 


Fashioned after the modern streamlined 
design, this “Modern Mode” fully auto- 
matic toaster No. 600 toasts two slices of 
bread on both sides at the same time. 
Simple and positive in operation. Toast 
may be left in toaster as the current is not 
entirely cut off, but reduced to a minimum 
to keep the toast hot until served. If 
Melba toast is desired, toast may be left 
in until it reaches desired hardness—it will 
not burn. When ready to serve, handle 
on end may be raised. Chromium plated. 
Finish will always retain its brilliancy. 








Lists at $9.95. Also available in Model 
No. 601, which is the same except that it 
is non-automatic. Lists at $5.45. Domin- 
ion Electrical Mfg. Co., 22 Elm St., Mans- 
oa O.—Electrical Wholesaling, January, 
1937. 


Power Line Choke 


Primarily designed for use on amateur 
radio transmitters, these power line 
chokes prevent the interference which 
they may cause to owners of radio re- 
ceiving sets in their immediate neighbor- 
hood, insofar as such interference may 
be fed back over power lines. One is 
also specifically designed to be used on 
radio receivers, to prevent interference 
of radio frequency from coming in to 
such sets over house lines and power 





lines, from nearby sources. Will not 
prevent interference of audio frequency 
and are not recommended for that pur- 
pose. Choke for radio receivers will sup- 
press the radio frequency component of 
many miscellaneous sources of noise com- 
ing into a radio receiver over the house 
line, in addition to preventing interfer- 
ence coming in over the line from rec- 
ognized sources of high frequency cur- 
rents. Must in all cases be used in con- 
nection with grounding condensers. Three 
sizes of these line chokes are now avail- 
able, capable of handling currents of 5, 
10 and 20 amperes, respectively. The 
smallest is the one which is designed 
for receivers. Ohmite Mfg. Co., 4835 
Flournoy St., Chicago, Ill.—Electrical 
Wholesaling, January, 1937. 
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SHUR-LAG 


behind every 


~ SHAWMUT 





RENEWABLE FUSE 


Since 1893, Chase-Shaw- 
mut has been specializing 
in the manufacture of fine 
fuses. Years of concen- 
trated effort have resulted 
in the present SHUR-LAG 
line of quality renewable 
fuses. Construction is sim- 
ple; yet 100%, efficient, providing greater 
time lag under unusual overloads; prevents 
unnecessary blowing. 


Write for the Shur-Lag folder, containing 
complete details, illustrations and prices. 


PLEA CS —en ay 
€ ~ so ya ta. 2 * 
as 8G ia \ ~ 5 ss . 


XNEWe@ 


S$ 7? €.C 


s 














Saves time — 
Saves labor — 
Saves money 
— and gains 
new customers 
.for electrical 
' wholesalers 




















No. 130 "LATROBE" 
ADJUSTABLE WATER- 
TIGHT FLOOR BOX 


No. 


No. 252-R 
TWO GANG BOX 


Two gang Adjustable Floor 

Box with No. 208 Recep- 

tacle in one section. One 

cover plate with %” Flush 

Brass Plug and the other 

cover plate with 2” Flush 
Brass Plug, 


No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 


The most attractive, com- 

pact and easy-to-install fit- 

ting on the market. Shown 

in illustration with No. 200 
Cover Plate. 


No. 130 Box with 207 
Bell Nozzle. Cut-away view 
illustrates how tapered unit 
receptacle fits tapered open- 
ing in adjustable ring. De- 
sign eliminates many small 
parts. Cover plate 3%”— 
overall height 3%”. 








FULLMAN MFG. 


LATROBE * PENNA. 


COMPANY 




















” EARLY THIS YEAR! 


to help manufacturers gain maximum 
sales from electrical wholesalers in 1937 


1937 EDITION 


VERIFIED DIRECTORY 
of 


ELECTRICAL WHOLESALERS 


Ready for Delivery Feb. 15th 
100% Revised. 


Order your copy now from 
ELECTRICAL WHOLESALING © 330 W. 42nd St., New York, N. Y. 
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Fifteen-Tube Console 


This 15 tube console radio has continu- 
ous coverage from 540 to 18,000 kilocycles 
and output of 25 watts. Receives stand- 
ard, foreign, police, amateur, aviation and 
ship broadcasts. All metal tubes. Illu- 
minated, full-vision, magna-ceramic dial 





a 


with timelog tuning. Neon,turning indi- 
cator. Vernier drive tuning, with band 
indicator on dial. Features high fidelity 
sound receiving with treble tone compen- 
sation and noise filter. Has curvilinear 
speaker. Cabinet front and top panels of 
striped walnut veneer with maple inlays. 
Pilasters of striped walnut veneer, and 
end panels of walnut. Cabinet is 44 in. 
high, 28 in. wide. Lists at $174.50. 
Crosley Radio Corp., Cincinnati, Ohio.— 
Electrical Wholesaling, January, 1937. 


Mercury Lamp Fixture 


For illuminating high narrow rooms, 
these “Alzak” aluminum fixtures accom- 
modate 400-watt mercury lamps. Units 
with spun steel necks supplied in “Turn- 
lox” construction which allows reflector 





and lamp to be detached as complete unit 
from hood. Units also available with 
aluminum neck. All units have mogul 
base Underwriters’ approved rigid lamp 
holder or socket. Socket-reflector fittings 
and pendant and angle hoods tapped 3 in. 
standard or # in. Finished in oxidized 
aluminum inside, natural aluminum out- 
side. Benjamin Electric Mfg. Co., Des 
Plaines, I11—Electrical Wholesaling, Jan- 
uary, 1937. 


Fixture Switch 


This 10 ampere “Levolier” fixture 
switch is designed for the control of the 
new two-filament, three-light lamps with 
combined loads as high as 1000 watts. 
Switch may be used in canopies, link 
fixtures, floor and table lamps or in out- 
let boxes. Furnished with either pul! 
chain or plain lever control. The cata- 
log number. is 1020 for the canopy types 
and 1029 for the link type. Rated at 10 
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amp., 125 volts.; 5 amp., 250 volts. Size 
is 12 diameter by #” thick. McGill Mfg. 






4 Wore” 


Co., Valparaiso, Ind.—Electrical Whole- 
saling, January, 1937. 


Armored Cable 


This new armored cable features ap- 
proved rubber insulated conductors, flame- 
retarding and moisture-resisting braids, 

paper protective sheath over the 
conductors, and galvanized inter- 
locked steel armor. The re- 
moval of the paper sheath is 
facilitated by means of a rip- 
cord between the paper and the 
conductors. Fibre bushing, held 
in place by a projection, is 
slipped between the paper and 
steel without first pulling out the 
paper to make room for it. Con- 
ductors are “Hazard” building 
wire. Standard type has flexible 
steel armor. Cable for exte- 
rior wiring is lead covered. 
Where cable receives extra hard 
usage, rubber-insulated and 
flame resisting conductors are 
combined with paper sheath and 
steel armor. For ground wires, 
copper conductor without insula- 
tion is used, protected by steel 
armor. Each conductor fur- 
nished in distinctive color. Ap- 
proved by Underwriters’ Labor- 
atories. Hazard Insulated Wire 
Works, Wilkes Barre, Ra.—Electrical 
Wholesaling, January, 1937. 





Heating Appliance Elements 


These Nichrome replacement elements 
provide precise wattage, voltage, diam- 
eter and length for the servicing of elec- 
tric heating appliances. In the form of 
tightly-wound coils of desired diameter, 





with straight pigtail ends. After deter- | 
mining the necessary length of the ele- | 
ment with a string, the coil is stretched | 


to that length to insure a properly fitted 
job. Connections are made with the pig- 
tail ends. Available in various popular 
wattages from 200 to 1000. Charts 
and folders indicate correct replacement 


unit for any standard electric heating | 


appliance, eliminating guesswork, fuss 
and loss of time. The Fleck Co., 15 
E. 26th St., New-York City.—Electrical 
Wholesaling, January, 1937. 
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FOR 1937 





( Cool Spot ) 
Line 
$3.00 to 
$19.75 list 
Signal 
Line 
$6.00 to 








| 329.00 list } 


January 1937 — ELECTRICAL WHOLESALING 


—- 


Two quiet type fan lines im- 
proved mechanically and elec- 
trically—more salable; bigger 
values than ever. The "Cool 
Spot" line offers a new meas- 
ure of quality at lower prices. 
You won't experiment if you 
sell Signal Fans. They are 
known, tried, proven, and ac- 
cepted—and backed by a well- 
rated manufacturer. Complete 
information, prices, and dis- 
counts upon request. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICH. 


Offices in all principal cities 




















PARCHMENT DISC 
BETWEEN EACH ROLL 


Industrial Users 


this Shop Package 
IT SAVES THEM MONEY! 


@ The popularity of the Jumbo Shop 
Package of DUTCH BRAND, the “Extra 
Service” Friction Tape, is growing rapidly. 
It's the most practical package ever 
designed for the commercial user. 


With shop men, foil wrapped and individually 
cartoned rolls are unnecessary and wasteful. The 
Jumbo method of packing saves foil, cartons and 
labor which savings are passed on to the user in 
the form of lower prices. Industrial buyers know 
this and are demanding the economical Jumbo 
Package. 

DUTCH BRAND Jumbo is the original shop pack- 
age. More of your customers know this package 
than any other. That's why you will sell it easier. 


VAN CLEEF BROS. "i 


Manufacturers 
Woodlawn Ave., 77th to 78th Sts. 
Chicago, U.S.A. 


Standard Packages 


The Nos. 8,4, 2 and 1 sizes are all avail- 
able in the well known orange and blue 
individual and display cartons and met- 
al counter dispensers for retail sale. 


DUTCH BRAND 
Rubber Insulating Tape 
Fuses instantly without heat. Molds 
into one solid piece. It s-t-r-e-t-c-h-e-s 
without breaking because it contains 
more live, new rubber. Approved by 
Underwriters Laboratories. 


DUTCH BRAND 





EXCEEOS THE QUALITY SPECIFICATIO c 


SOF THEA. S. 1m 
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Condensed are the catalogues at 
the H. I. Sackett Electric Co., Buf- 
falo. By having the material in this 
form, “Ted” Claus and his fellow 
countermen can speed up service. 
“Ted” has been with this house for 
six years. Before his present loca- 
tion, he spent nine years with sev- 
eral Rochester houses. 





YAGERS' 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
Ity product, making new friends, 
keeping old ones. 


Priced Right 


Vo pound cans. . . $0.50 ea. 

1 poundcans... .80ea. 

5 pound cans... 3.00 ea. 
Less by reshipper cartons. 


Ask for 








New York State Utilities 
Promote 5-Star Homes 


At the recent meeting of the Mohawk 
Valley Club, H. I. Sackett, chairman 
of the central station committee, reported 
on the 5-Star Home program of the 
Niagara-Hudson Power Corp. 1100 
questionnaires were sent out by the util- 
ity and the homes to be selected will be 
in accordance with the wishes of the 
people who answered the questionnaires. 
Three nationally known architects will 
work under the direction of Mrs. Gene 
Austin, editor of American Home 
Magazine. They will prepare plans 
and specifications for three homes, a 
Dutch Colonial in Albany, an English 
type at Buffalo, and a Cape Cod at 
Syracuse. A local supervising architect 
will be employed in each city. These 
architects will have charge of construc- 
tion, will receive bids and let the con- 
tracts. The price will be approximately 
$8500, exclusive of land and furnish- 
ings. 

Miss Ada Bessie Swann, director of 
the Home Service Center of Woman's 
Home Companion, will plan the kitchens 
and Mrs. Christine Holbrook, associate 
editor of Better Homes & Gardens, the 
furnishings, decorations and appoint- 
ments. 

The five points of the star represent: 
1. Wired for the future. 2. Lighted for 
eye comfort. 3. Automatic hot water 
service. 4. Inside weather control. 5. 
Step-saving kitchen. 

The standard of the Five-Star Home 
is the extension of and the more com- 
plete use of the Red Seal Plan, with 
the addition of the features of the other 
four main objectives. Homes built 
according to the new standard will be 


FREE SAMPLE 


Alex R. Benson Co. Inc. 
Hudson, N. Y. 




















| on 


50 Amp. 


SYNCHRONOUS 
TIME SWITCH 








A thoroughly reliable, high quality time i 
switch that will give many years of de- 4 
pendable service. 
The result of over 26 years of exclusive ‘a 
time switch manufacture, this product 4 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
facturer. 


Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 4 
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+ Guardian Of The Treasury and 
sales manager are unusual jobs for 
one man but John W. Grainger 
who holds these posts with the 
Grainger-Rush .Co., Boston, has ef- 
fectively combined both. Although 
the company is a mere infant, hav- 
ing been established at the low 
point of the depression in 1933, it 
is already beginning to make a 
name for itself. 





given a Five-Star certificate. Every 
home must have a built-in electric range 
and electric refrigerator. In certain 
territories where the utility prefers to 
sell gas rather than electric energy, gas 
ranges will be installed. Every kitchen 
must have a wall type ventilating fan. 

The homes will be under construction 
as early as possible in the Spring of 
1937 and will be kept open until Decem- 
ber 31, 1937. The utility will have them 
manned continuously with competent 
guides. 

Wholesaler interest centers in the 
wiring, the lighting, and the appliances. 








He Entertained. B. D. Toney, 
sales manager and electrical head 
of Moorehouse & Wells Co., Deca- 
tur, Ill., had charge of an exhibit 
staged recently at the local Orlando 


Hotel. Cooperating with his firm 
were 64 manufacturers. During the 
two-day show some 1200 invited 
guests attended. Due to the suc- 
cess of this first exhibit, Moore- 
house & Wells plan to make it an 
annual affair. 
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Round Shoulders 


might be an advantage 
loa weemlier...... 










KILLARK 
ST. LOUIS 














TYPE GEUE 





TYPE GEMX 


BUT NOT IN 
FITTINGS... 


You can't "pin down" a wrest- 
ler with round shoulders but 
you can make Killark “Flat 
Back" Electrolets fit snugly 
against the wall or ceiling. 

The advantage in the shape 
of Killark Fittings is that they 
help to line up conduit after 
fittings are attached. Because 
conduit fittings must be hand 
installed and adjusted with all 
faces aligned, the "flat back" 
is an important factor for 
quick and efficient installation. 
They are made of unbreakable 
malleable iron in a complete 
range of sizes and_ styles. 
Listed as standard by Under- 
writers’ Laboratories. Con- 
tractors everywhere are 
enthusiastic about Killark Elec- 
trolets. 








TYPE FS with 


TYPE GSLB FSST Cover 





TYPE C with 5-Hole 
COMPOSITION COVER 


KILLARK ELECTRIC COMPANY 


3940 Easton Avenue St. Louis, Mo. 
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CAPTURE 


Show 
Window 
Lighting 
Business 

with 





Double lighting effectiveness us- 
ing the same lamps, with the same 
operating cost, has irresistible 
appeal to merchants and display 


men. 


That’s why so many aggressive 
merchandisers are replacing old 
style reflectors with Sterling 
Lite-Flo Reflectors. 


And that’s why Sterling FRONT- 
LINE LIGHTING with Sterling 
Lite-Flo Reflectors is a powerful 
aid in getting show window and 
other display lighting contracts. 


Engineering 
Cooperation 


Sterling Engineers will gladly 
help you prepare plans that com- 
bine FRONT-LINE LIGHTING, 
the last word in modern display 
lighting, with double lighting 
effectiveness per watt of current 


used. 


Just write giving complete details 
regarding type and size of win- 
dow. 


a= 


Z 


“\ REFLECTOR AND 
GO) ILLUMINATING CO. 


\_—A 
\. puis 1437 W. Hubbard St., 


-— (Formerly Austin Avenue) Chicago 











Among The Trade ¢ e « 





> The courtesy discount evil is begin- 
ning to cause general alarm, particularly 
among wholesalers who do both a large 
appliance and supply business. It pre- 
sents an embarrassing situation to a 
wholesaler who is doing business with 
an industrial on supplies and who has 
dealers in the same town to keep con- 
tented. Failure to grant discount cour- 
tesies to the P.A. is likely to jeopardize 
the supply orders. Yet knowledge of 
such discounts extended to industrial 
employees often reaches a dealer who 
has been trying to sell the same person 
and he goes into a rage and threatens 
to seek another source of supply. 


>The problem apparently knows no 
geographical bounds. Pittsburgh, Chi- 
cago and Milwaukee are all wrestling 
with the situation. One of the central 
Pennsylvania leagues is trying to work 
out a solution. A wholesaler in that 
territory reports that one of the big- 
gest stumbling blocks are catalogues 
sent to industrials by mail order houses 
offering merchandise at dealer’s prices. 
When the wholesaler refuses to give 
similar discounts to employees in local 
industrial plants, they often flash one 
of these booklets showing that they can 
buy the merchandise elsewhere at the 
discount. Rather than let the business 
go out of town, he frequently gives in. 
All of which makes the dealer see red. 


P In Eastern Pennsylvania, at least up 
to a year ago, the problem was kept 
well in hand because the feeling of the 
trade was so strong that no wholesaler 
dared step off the mark. If a whole- 








+ A Hard Working President is 
Frank J. McCarthy, Marshall & Co., 


Boston. He is one of the main 
reasons why this young organiza- 
tion is building a substantial busi- 
ness. It took two trips to catch 
him behind his desk for this pic- 
ture. 
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+ A Hard-Boiled P.A. might be a 
good descriptive line for this pic- 
ture except that a very pleasant, 
affable person lurks behind that 
stern expression. The subject is 
K. C. Cook, purchasing agent for 
the Southern Tier Electrical Sup- 
ply Co., Binghamton, N. Y. 





saler passed out a discount to anyone 
other than a dealer, he was more than 
likely to be publicly accused at the next 
League meeting by some dealer. Unless 
he could explain away his action satis- 
factorily he would be ostracized by all 
of the dealers. It would take consider- 
able talking and an unblemished record 
for some time to get back in their good 
graces again. Dealers even went so 
far as to send buyers into a suspected 
wholesaler’s place of business to see if 
they could get a discount with a good 
story. Under such condition there were 
few transgressions. How Milwaukee 
is tackling this trade evil was told in 
ELECTRICAL WHOLESALING last month. 


> That new construction is coming out 
of the dark is illustrated by the sales 
of a Michigan wholesaler. During the 
first half of the 30’s, this house made 
75 per cent of its supply sales to indus- 
trials, the remainder to contractors. 
This year the volume sold to industrials 
has increased, but the percentage of 
sales to contractors has increased ma- 
terially, to the point where the percen- 
tage is 50-50. 


> Some of the wholesalers in the Bos- 
ton trading area are complaining that 
with business up from 20 to’ 30 per 
cent this year, profits are almost sta- 
tic. This is due largely to the competi- 
tive situation there with price-cutting 
and all forms of “chiseling” decidedly 
popular. This has apparently created 
a situation where many of the whole- 
salers are so concerned with “the price 
war” that they have not been able to 
give the proper attention to new mar- 
kets, new products and new business. 


> The policy in most cases is to let the 
“chiselers” go their merry way and not 
to make too great an attempt to com- 
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pete with them. This procedure works 
fairly well until they crash into a 
“pet” industrial account. While the 
purchasing agent is friendly and 
wants to continue to give his old sup- 
plier the business, his job calls for 
careful and economical buying and in 
the face of such low prices, he can- 
not justify such an order. So the 
wholesaler who is trying to sell at a 
legitimate profit is forced to cut out 
at least part of the difference in price 
to hold the business. 


P Puchasing agents of many of the 
larger industrials are not anxious to 
encourage this situation. They do not 
seek these “chiseling” bids and are not 
averse to allowing a legitimate profit 
to those from whom they buy, partic- 
ularly when business is good. Many 
of them would rather do business with 
firms that they can depend on year in 
and year out for quality products, fast 
service and fair prices. But they can’t 
be expected to go too far in cleaning 
up a situation which they had little 
part in creating. 


P Despite all of the plant building and 
modernizing that is going on, it is 
quite apparent that only a start has 
been made in that direction. Whether 
through political reasons or distrust of 
the present recovery cycle, many large 
plants have definitely been holding 
back for further developments. One 
large company which operates many 
mills in New England, is still buying 
on a day-to-day basis. The wholesaler 
who supplies them with electrical 
equipment reports that this is costing 
them plenty of money not only 
through the higher prices on small 
quantities but in expensive delays and 








+ Cornering The Treasurer is a 
hard job in any organization but 
David Frankel who holds that post 
in the Frankelite Co., Cleveland, 
was very accommodating in the 


matter. There was plenty of ac- 
tivity in the warehouse and the 
office when this picture was taken 
so Mr. Frankel was in a very op- 
timistic frame of mind. 
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A long time ago, when a certain jobber started in bus- 
iness, he stocked a number of well known advertised brands 
as a nucleus for his stock in trade - his own brand and a few 
local products. On the basis of the national brands he was 
able to establish a very satisfactory list of regular’ customers 
and subsequently succeeded in selling them his other lines. 


Time passed and his business flourished. He earned a 
reputation for fair dealing in fine merchandise. 


One day a salesman called with a new product and 
showed the jobber that it was just as good as the well known 
brand that he was handling and had a much longer profit, 
True - it was new and not known to the field but with this 
jobber’s reputation he could soon build a market for it. The 
jobber listened - accepted the offer, and was soon adding 
other long profit items to replace his former national brands. 


The story is an old one. His profits were longer but the 
orders were fewer - and he didn’t know the answer. 


The Porcelain Products representative called on him 
one day when he was singing the blues in a loud voice. In 
the course of their conversation, the salesman reminded him 
of how he had built his business up from nothing, not be- 
cause of super-salesmanship but because of a reputation - 
for fair dealing in fine merchandise. Our friend, the jobber, 
saw the light. 


He’s got his old lines back again. They're doing a good 
job of advertising and merchandising for him. We know his 
business has improved greatly because he is buying more 
Porcelain Products than ever before. Once again he is build- 
ing his reputation - and his volume - on confidence. 


Let Us Help You to Build on Confidence. 
“Specify Porcelain Products“ 


PORCELAIN PRODUCTS, Inc. 
Parkersburg, West Virginia 


Makers of: suspension insulators, pintype and guystrain insulators, service wire- 
holders, secondary racks, house brackets, insulated clevises, nail-knobs, tubes, 
cleats, spools, radio and neon insulators, bushings and, special shapes. 


“THE ADVERTISED BRAND” 

















OVERHEAD 
AND 





Rural Electrification Administration 
Suggests the use of 


Twisting Sleeves 


Many contracts are being let for this class 
of construction. 


Wolverine Twisting Sleeves—made of high 
quality materials conforming to accepted 
standards. 


If you are getting your share of this business, 
you ll appreciate Wolverine’s Stock of 
Twisting Sleeves, 


Have you plenty in stock? 


Clean, high quality oom ~ a to standard 
specifications. Quick Delivery. 


Send for Bulletins and Samples. 


WOLVERINE 
TUBE COMPANY 


1441 Central Ave., Detroit, Mich. 




















SIMPLE, ISN'T IT? 





SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 
which forces the wire into a sol; lid 





mesh— 
NO set-screw contact... 
um ) NO flattening or separating of 
me wires... 

















NO special tools required to 
make connection . . . 


NO need for you to search any longer for the PERFECT 
Solderiess Connector—WE HAVE IT! 


NO limitation to one size wire . 
- NO shearing effect whatsoever . . 





Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 
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reduced production. It would seem that 
these business dams cannot hold out 
much longer. When they break, recov- 
ery should get another substantial 
boost. 


> We aren’t even getting into the argu- 
ment of whether utilities should mer- 
chandise or not, but the Public Serv- 
ice Company of Oklahoma, with head- 
quarters at Tulsa, isn’t allowed to sell 
appliances. They have continued a 
steady barrage of promotional helps 
though and the dealers are benefitting. 
In the first nine months of this year, 
compared to a like period in ’35, elec- 
tric range sales in their territory have 
increased 61.9 per cent; refrigerators 
up 9.4 per cent; ironers up 41.1 per 
cent. Comparable are the increases in 
other lines. By withdrawing from 
active merchandising, a Pacific Coast 
utility cut its new business expense from 
5.7 to 2.4 per cent of total gross rev- 
enues and, at the same time, increased 
its domestic kilowatt hour rates 19 per 
cent. 


P It might be that the farmers of Wis- 
consin are especially prosperous. At 
any rate the utility of Racine has been 
erecting mile after mile of rural lines. 
The current line-building program will 
be completed by the end of next year 
and 5,000 farmers will be added. It is 
safe to say that those new customers 
will spend $200,000 for wiring materials 
and certainly another $300,000 for ra- 
dios and water pumps. A number of 
ranges, refrigerators and table appli- 
ances will be sold to add to the dollar 
volume. This utility isn’t the only one 
in the nation building rural lines, the 
movement is progressing on a broad 
scale and will mean added income to 
the salesmen of electrical wholesalers. 








+A Cheerful Irishman is Edward 
C. Monaghan of Grand Rapids, 
Mich. Some months ago, “Ed” 
joined the sales force of the Lit- 
scher Distributing Co. He is well 
known to Mr. Litscher for he 
worked for the old C. J. Litscher 
Electric Co. there. 











+ Minutes Are Precious for Harold 
“Happy” Vaughan with the supply 
department of the Massachusetts 
Gas & Electric Light Supply Co. 
under his direction. With business 
hitting a good clip, “Happy” is 
hard pressed to find enough hours 
in the day at the Boston headquar- 
ters to see customers, plan his sales 
activities, work with the salesmen 
and attend to the myriad inside 
duties that such a post requires. 


Trade Bulletins 





Air Conditioning—Bulletin. 12 pp. 
Entitled “Modernize-Merchandise.” In- 
cludes various types of units for ceiling, 
wall and floor mounting. Illustrates the 
use of compressors and evaporative 
condensers. Diagrams duct work and 
cooling coil headers. Includes installa- 
tion photographs.—Carrier Corp., 850 
Frelinghuysen Ave., Newark, N. J. 


Air Conditioning—Publication No. 
D12. 58 pp. Contains factual data on 
air conditioning installations in many 
different types of buildings. Includes 
discussion of recent developments in 
attic ventilation and circulation of air in 
residences and residential year-round 
air conditioning—Edison Electric In- 
stitute, 420 Lexington Ave., New York 
City. 


Bearings—Catalog. 24 pp. Lists and 
describes a line of graphite bronze bear- 
ings. Inside diameters are shown in a 
marginal index for quick reference. In- 
cludes figures on inside diameter reduc- 
tions for press fitted bearings. 


Circuit Breakers—Bulletin GEA-2450. 
Illustrated. Describes air circuit break- 
ers for industrial and central station 
auxiliary service. Includes dimensional 
diagrams.—General Electric Co., Sche- 
nectady, N. Y. 


Connectors—Price Sheet KPA 36-1. 
Covers three sizes of “Scrulugs.”— 
Burndy Engineering Co., 459 E. 33 St., 
New York City. 


Converters—Bulletin 13-1. Describes 
and illustrates line of rotary converters. 
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+ A Business Builder. G. H. 
Morenus, owner of the Cortlandt 
(N. Y.) Wholesale Electrical Sup- 
ply Co. has just doubled his ware- 
house space and even now has no 
room to spare. He is doing an un- 
usually fine job on lighting fixtures 
with the aid of a large display room 
which is always at the disposal of 
his contractor-customers. He is 
constantly on the lookout for new 
ideas and new markets. 





Includes diagrams of connections for 
gaseous electric sign transformers and 
converters.—Janette Mfg. Co., 556 W. 
Monroe St., Chicago, IIl. 


Desk Lamps—Broadside. Pictures 
and describes the “White Knight” desk 
lamp.—Greist Mfg. Co., New Haven, 
Conn. 


Electric Kitchens—Folder enclosing 
three sample promotion pieces on the 
electric kitchen. Lists prices per 
thousand copies.—National Kitchen 
Modernizing Bureau, 420 Lexington 
Ave., New York City. 


Heaters—Bulletin 16.8 pp. Includes 
general and technical information on 
line of unit heaters. Features capacity 
and dimension tables. Illustrated with 
installation views.—National Fan & 
Blower Corp., Chicago, Ill. 


Ranges—Folder announcing new line 





| 
| 
| 
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of electric ranges. Includes illustrations | 


with sectional view.--Crown Stove 
Works, 4635 W.° 12th Place, Chicago, 
Ill. 


Refrigerators—Catalog and wall 
chart. Features line of duplicate re- 
placement capacitors for electric re- 
frigerator servicing. Both chart and 
catalog list the various brands and 
types of electric motors used for re- 
frigerator and other motor-driven appli- 
ances, together with their capacitor 
specifications.—Aerovox Corp., 70 
Washington St., Brooklyn, N. Y. 


Wiring Devices—Catalog 23, 56 pp. 
Lists, describes and illustrates complete 
line of wiring devices. Includes 16-page 
supplement which serves as index and 
price list—Harvey Hubbell,  Inc., 
Bridgeport, Conn. 





2 Watt, 115 
Volts—S14 Bulb 
—Finish: Clear, 
Sprayed Redor 

Yellow 


1 Watt, 
115 Volts 
—G10 Bulb 


Y% Watt, 115 
Volts —T4% 
Bulb supplied 
with Cande- 
labra Screw 
Base Only 














is a prospect for 
NEON GLOW LAMPS 


Every building, hotel, and theatre in 
your territory will find Neon Glow 
Lamps the ideal exit light. Even the 
3-Watt lamp costs next to nothing to 
operate. They are unaffected by vibra- 
tion and shock; they fit standard 
sockets, both A.C. and D.C., and have a 
normal life of approximately 3,000 
hours. They are also finding extensive 
use as signal lamps, and home owners 
have discovered that they make ideal 
night lights. 

The satisfaction of commercial and 
residential operators in the dependable 
operation of Neon Glow Lamps helps 
build a steady, increasing business for 
you. You, too, can cash in on the grow- 
ing demand for these Neon Glow 
Lamps. You will find that they are real 
profit items. 

For full information on this line ad- 
dress the General Electric Vapor Lamp 
Company, 891 Adams Street, Hoboken, 
New Jersey. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 
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SHERMAN 


BAKELITE FIXTURE 
CONNECTOR  Mstes, Tray Sete 


Without Solder or Tape. gee Size Only—Takes 
Any Needed Wire ee on 


Mechanically strong and 
made of highest a baketite with set screw 
same material. Send for Trade Bulletin No, 18. 


Soild Thru Jobbers 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 
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PASTE 


A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery & Mia Co., 


| l 7 a 
North East, Pa 








INSULATED 
STAPLES 


Packed 50 and 100 to a box 
Also in 5 colors, 40 to a box 
Sole Manufacturers 


S. H. COUCH COMPANY, INC. 
North Quincy, Mass. 








SOLD THROUGH WHOLESALERS 




















NEW! 

1937 EDITION 
VERIFIED DIRECTORY 
OF 
ELECTRICAL WHOLESALERS 
Completely revised! 


Order from 


ELECTRICAL WHOLESALING 
330 W. 42nd St., New York, N. Y. 
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